























Bottlers who have been eyeing 
concerredly the growth of canned 
soft drinks will find much of in- 
terest in this issue about the ad- 
vertising program of the Califor- 
nia and Nevada Bottlers of Car- 
bonated Beverages launched early 
in the Spring, and designed to 
direct attention to the many ad- 
vantages of soft drinks in bottles. 
Presented are also several repro- 
ductions of advertising copy which 
have been prepared by the associ- 
ation. 


Manufacturers and retailers of 
carbonated beverages have long re- . 
cognized the returnable glass bottle 
as a_ traffic-builder. M. J. Nick- 
lawske, vice president of St. Paul 
Seven-Up Bottling Company has 


furnished us with a comprehensive 
analysis of some of the business- 
building virtues of the returnable 
bottle. See “Retailer Bottle Sort- 
ing.” 


How does the industry figure its 
bottle and case depreciation? This 
was the subject of an intensive 
survey projected by N.B.G. some 
months ago. You'll be interested in 
the analysis of how bottlers gen- 
erally have been accounting their 
bottle and case deposits, as well as 
their depreciation in the summary 
article which starts on page 6. 


Other features in this issue in- 
clude an easy-to-read article on ef- 
fective outdoor advertising; two 
interesting bottling plant articles 
filled with story-telling photo- 
graphs; a round-up of the new de- 
velopments in canned beverages; 
a continuation cf our series on 
comprehensive insurance for the 
bottler which we _ started last 
month; and additional features 
designed to mke this a more profit- 
able business for you. 
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TALK OF 


A.B.C.B. Executive Board Proposes 
Change in Association's Name 


The A.B.C.B. Executive Board, meeting recently 
in Washington, D. C. voted “to sponsor and approve 
the change in name from “‘American Bottlers of Car- 
bonated Beverages” to “American Soft Drink As- 
sociation”. It was decided to submit the proposed 
change to the Convention in November, 1954, in 
the manner required by the Constitution, as a rec- 
ommendation of the Executive Board. 

In its decision to submit the proposal to the mem- 
bership the Executive Board followed a recom- 
mendation of a committee appointed to study the 
subject. The committee report included the follow- 
ing observations: 

Throughout the entire period of the association’s 
existence the name “American Bottlers of Carbon- 
ated Beverages” has been a matter of discussion. 
Some have considered the name too long and some 
have felt that the term ‘“‘carbonated beverages” made 
it difficult to familiarize the public with it as the 
common name for the industry’s products. 

The name “American Soft Drink Association” 
will still permit listing in substantially the same 
alphabetical order. It is easily pronounced and takes 
full advantage of the public familiarity with the 
term “soft drink’. 

The new name would increase the feeling of iden- 
tity with the industry’s organization of firms in 
various supply fields serving the industry. It would 
provide greater interest for those firms in partici- 
pating in the accomplishment of the objectives of 
the association. 


New Jersey Bottlers Oppose 
Discriminatory Bill 

The New Jersey Bottlers of Carbonated Bever- 
ages through their recent Bulletin has alerted bottler 
members to the dangers of Assembly Bill No. 405 
introduced by Assemblyman Earl A. Marryatt on 
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April 22, 1954. The proposed act, according to the 
Bulletin, regulates the sale and placing on the mar- 
ket of soft drink bottles and containers and provides 
penalties for violations. Specifically the bill reads 
“that it shall be unlawful for any person who manu- 
factures or distributes non-alcoholic beverages, 
commonly known as soft drinks, whether or not car- 
bonated, to sell or place the same on the market for 
consumption in any bottle or other container de- 
signed or intended for use by consumers, unless 
bottled or otherwise placed in the container at the 
place of manufacture and unless the bottle or con- 
tainer be sealed with a cap or other device which 
completely covers the pouring lip of the bottle or 
container.” This act shall take effect July 1, 1954 
and a fine of $25 for the first offense and $50 for 
each subsequent offense is contained in the bill. 

According to the New Jersey Bottlers of Carbon- 
ated Beverages association, this bill is extremely 
discriminatory, and if enacted into law would ban 
all soft drinks, in flat top tin cans, from being manu- 
factured or sold in the State of New Jersey. A 
similar bill was defeated in both houses of the New 
York State Legislature this year. 

The New Jersey Association has filed notice that 
if this bill is brought out of committee it will be 
opposed by the soft drink industry .. . the brewery 
industry . .. canners of fruit juices and four can 
manufacturers. 





NEWS ABOUT CANNED DRINKS— 


@ There has been little, if any, abatement of in- 
terest in canning soft drinks, as shown by the intro- 
duction of canned beverages by two prominent 
orange drink franchise companies (Bireley’s and 
Tru-Ade); the establishment of several new can- 
ning operations during the past 40 days and the 
reported sale of one plant in the Midwest, the first 
such transaction to have taken place. (Mason & 
Mason, Chicago, which established two canning 


plants about two months ago in Detroit and Chi- 
cago, has sold its Chicago plant to a division of the 
Curtiss Candy Company, which will operate it under 
a franchise arrangement with the root beer com- 
pany. No changes occurred with respect to the De- 
troit operation, in which Mason & Mason has a 
minor financial interest. This plant is also operating 
on a franchise basis.) 


Canning operations in the Midwest picked up 
speed with the opening on June 10 of Cantrell & 
Cochrane’s fourth plant, located at 960 West 122nd 
t., Chicago. The establishment was formally 
launched at a luncheon in the Palmer House, 
attended by many business executives of the Chi- 
cago area. The first case of the canned beverage off 
the lines was flown by helicopter to Governor Stra- 
ton at the Capitol in Springfield, as part of the fan- 
fare. Five flavors will be canned in the Chicago op- 
eration orange, grape, ginger ale, kola and 
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root beer. 

It was also learned that Harold P. Hunnicutt, 
Princeton, West Virginia, has been appointed man- 
ager of the Cantrell & Cochrane canned soft drink 
plant planned for Narrows, Virginia. The area cov- 
ered by this plant will be West Virginia, Virginia, 
Kentucky and part of Ohio. 

Further South, a Mission canning plant is con- 
templated for Fort Worth, Texas, and Double Cola 
has begun setting up its canning line in Chatta- 
nooga, Tennessee, which is expected to be in opera- 
tion within a few months. Double Cola is already in 
cans, packaged by the well-known Cammarano Bros., 
Inc. at Tacoma, Wash. Two sizes are being produced, 
12 oz. and quarts, and canning began early in June. 
This plant does a large shipping business to Alaska, 
formerly served with one way bottles. 

The chronology of the General Beverages (Don- 
ald Duck) canning plans (and plants) is as follows: 
The No. 2 plant (first was in Florida) started oper- 
ations at South Bend, Ind., June 7. This is run by 
Kelly Bros. Co., 1700 S. Union St. Mishawaka, Ind. 
No. 3 at Monterey, Calif., was expected to be in 
operation by June 30; No. 4 by the end of July at 
1235 Broad St., Chattanooga, Tenn. For August, 
General Beverage of Minnesota, at St. Paul. The 
next three plants, scheduled for completion by the 
end of the year, will be somewhere in the Carolinas, 
Pittsburgh, and in Texas. All plants will use the 
cone-top can, except Mishawaka and St. Paul. 

Going West, the Can-A-Pop Beverage Co. of 
Hutchinson, Kansas, completed incorporation pro- 
cedure, and began negotiations for the purchase of 
a three-story building in Hutchinson where canning 
equipment will be installed. The new company has 
an authorized capital of $430,000 and members of 
the firm listed are Henry Heyn, John Kiner and 
Ted Krist, all of Garden City. 

The Nehi canning plant at Billings, Montana, 











which began operations in May, was designed as a 
pilot plant, and has worked out so satisfactorily that 
three more operating canning lines are contem- 
plated by this summer, all on the West Coast from 
Los Angeles to Spokane, Washington. In Spokane, 
Western Bottling Company has begun to market and 
distribute its line of canned orange, root beer, grape 
and lemon-lime, under the direction of Otto Garcea, 
general sales manager. Twenty-two persons are em- 
ployed at the Spokane plant, which operates at a 
reported rate of 210 cans per minute. Western Bot- 
tling has been in business for over 50 years, and 
is a franchise bottler of Mission, Pepsi-Cola and 
Canada Dry products. It also operates a subsidiary, 
Ideal Vendors, which has 175 machines out in the 
field, and the firm is planning to operate can vendors 
as well. 

In the first reported instance of private label 
canning, Booth Bottling Co., Philadelphia, which 
was among the first of the bottlers to establish a 
canning line, has arranged with American Stores 
Company, a large chain of super markets, to can 


a line of beverages under a private label — Bala 
Club. Four flavors will be canned in a cone top pack- 
age — root beer, grape, cola and ginger ale. The 


private label line is competitively priced with other 
canned beverages on the Philadelphia market. 


SITUATION SIDELIGHTS — Some slight indi- 
cation of the economics of soft drinks in cans and 
bottles is given by the situation in a supermarket 
in Clairton, Pennsylvania, which has been selling 
quart cone top cans. The unit of 12 costs the super- 
market operator $2.50 and cans were being retailed 
at 2 for 49c. In the same store quart bottles of bev- 
erages were selling at 2 for 45c, and being pur- 
chased at $1.70 plus 60c deposit. . . . Price conces- 
sions were beginning to be evidenced elsewhere too. 
In an uptown New York City supermarket “Bev- 
Rich” was selling 3-12 oz. cans at 3 for 22c retail. 

. In another supermarket in Columbus, Ohio, 
N.B.G.’s field correspondent found several cans in 
a number of cartons in a mass display in a super- 
market to have developed leakers, a fact about 
which the supermarket operator complained some- 
what bitterly. It may be just “scuttlebutt”, but it 
was also learned that the principal of a nearby 
school had started to investigate a “beer party” the 
first day he saw some of the school children drink- 
ing from cans, only to learn that the cans contained 
soft drinks. 

In New York City: four Mission bottlers—Appollo, 
Boston Beverage, Plaza and Bristol—have their co- 
operative can line ready and expect to market four 
flavors in a quart can and five in 12 oz. by July 6. 
The flavors are orange, root beer, black cherry and 
cream soda, with ginger ale to be added to the 12 











oz. line. The canning line has a capacity of 110 
quarts per minute, about 200 cpm of the pints. It 
is based on a 40 spout Meyer pre-mix filler. The 
quart cans are made by Continental; the 12 oz. will 
be supplied by Crown Can Co. Quarts will be packed 
24 to the case, wholesale at $2.40 and retail at 25c 
per can. 

In Minneapolis, Minn., another Mission bottler, 
Massolt Bottling Co., has begun marketing of a 12 
oz. can. The twin cities of Minneapolis and St. Paul 
will be serviced. ... Pabst (through Hoffman Bever- 
age Co.) is currently promoting its “Tap-a-Cola”, 
dietetic and regular. via radio, TV and newspaper 
campaigns in the metropolitan New York market. 


Tru-Ade To Test Canned Drinks 


Lee C. Ward, president of Tru-Ade, Inc., has made 
known company plans for the introduction of Tru- 
Ade, the non-carbonated orange drink in 12-ounce 
flat-top cans in the Washington, D. C. and Baltimore 
markets. Distribution of the drinks will be handled 
by the Tru-Ade bottling companies in those areas. 

In announcing the company’s marketing plans Mr. 
Ward indicated that the Tru-Ade organization had 
spent many months of careful study and research 
before making a final decision. The following signi- 
ficant factors were instrumental in determining 
company policy: 

1. Due to the non-deposit, no-return factor affecting 
beverages in cans, it is believed that Tru-Ade will 
receive excellent dealer support and consumer ac- 
ceptance. Soft drinks in cans will, according to Mr. 
Ward, enlarge the soft drink market in much the 
same way that beer in cans contributed to the in- 
crease in beer consumption without disturbing 
bottled beer sales. It is not anticipated that canned 
drinks will put a serious dent in the bottle bevcrage 
business. 

2. Lengthy tests proved that the quality of Tru-Ade 





TRU-ADE’S SMART CAN PACKAGE 

The new 6-can pack developed by Tru-Ade, Inc. bears a 
relationship to the bottle pack. Dealers, it is believed, will 
be able to capitalize on previous Tru-Ade advertising and 
consumer advertising. 








remains high when the product is canned and that 
the shelf life is as long or longer than that of Tru- 
Ade in bottles. The fact that Tru-Ade is not car- 
bonated is responsible for this advantage over car- 
bonated beverages that are being canned. 

3. The company believes that aggressive Tru-Ade 
bottlers can provide the best distribution force for 
Tru-Ade in cans. Soft drinks, whether bottled or 
canned, need the merchandising know-how that soft 
drink bottlers have used so successfully in develop- 
ing high per-capita sales and that Tru-Ade bottlers 
who already know so well how to sell and merchan- 
dise Tru-Ade can best handle the distribution. 

4. The addition of Tru-Ade in cans will provide the 
company’s bottlers with the most complete best- 
rounded program in the beverage industry. Tru-Ade 
in bottles, in 6-bottle take-home cartons, in cans, 
and through Tru-Ade vending machines, all backed 
by smart, hard-selling advertising and promotional 
programs, will make it possible for Tru-Ade bottlers 
to realize a maximum return on their efforts and 
investment. 

The new Tru-Ade canned package will be packed 
six 12-ounce cans to a carry-home carton and 4 car- 
tons to a case. The six-pack can carton will closely 
resemble Tru-Ade’s regular six-bottle carton. In 
this way, it is planned to take advantage of the con- 
sumer’s familiarity with the Tru-Ade carton. A 
saturation newspaper, radio and television campaign 
will run in both Washington and Baltimore. In 
addition, special colorful floor display stands and 
window streamers will be used. 


3 Franchise Companies 
Report Earnings 

The Board of Directors of Pepsi-Cola Company, 
at a meeting held in Milwaukee on June 17, declared 
a dividend of 25 cents a share payable August 2, 
1954 to stockholders of record at the close of busi- 
ness on July 12, 1954. 

Stockholders of the Coca-Cola Company at their 
annual meeting in Wilmington, Del. with over 86% 
of the common stock represented re-elected the fol- 
lowing directors whose terms were expiring: 
Charles H. Candler, A. B. Freeman, E. W. Stetson 
and R. W. Woodruff. H. B. Nicholson, president, re- 
viewed the previously announced results of 1953 
operations: $28,209,242 net profit after taxes and 
all other charges, or $6.60 a share, compared with 
$27,274,774 or $6.38 a share for the preceding year. 

Canada Dry Ginger Ale, Inc., and its subsidiaries 
reported a net income for the six months ending 
March 31 of $951,529, compared with $950,439 in 
the corresponding period of the previous year. Net 
sales for the six months were $32,047,904, compared 
with $31,546,904 a year ago. 
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“Tu advertising program of the California and 
Nevada Manufacturers of Carbonated Beverages 
launched early in April, 1954, designed to direct 
attention to the many advantages of soft drinks in 
bottles, has been attracting wide interest through- 
out the nation. 

For a period of at least 13 weeks, advertisements 
have appeared in various newspapers in the Los 
Angeles area augmented by radio spot announce- 
ments. In the San Francisco area, the Oakland 
Tribune and the San Francisco Examiner have been 
used to carry the message to the consumer extolling 
the virtues of bottled soft drinks. 

According to officials of the C.N.M.C.B. conduct- 
ing the Special Advertising Campaign, it is felt 
that newspapers offer the perfect medium to get 
over the quality story of soft drinks in bottles, and 
the copy has been designed to impart dignity and 
to tell the story on a quality level. A series of 13 
mats have been made available in three sizes... . 
1,000 lines, 420 lines and 200 lines. . . . designed to 
effectively present the story to the reading public. 
The basic premise and message behind this program 
is that “glass will not change the quality and taste 
of a soft drink and that quality and taste are every- 
thing in soft drinks.” 

Radio programs include a series of one minute 
and 20 second records carrying the same type of 
copy used for the newspaper ads. Trade journals, 
too, in the grocery field have been used to carry the 
association’s message. 

Tailgate banners prepared for truck displays have 
also been made available to participating members. 
These banners are made in four colors and are billed 
to each bottler direct at a price not to exceed $2.25 
each in an effort to get every beverage truck on the 
streets of California and Nevada to carry the 
banners. 

Members of the glass industry, bottlers and lead- 
ing crown and box companies have made substantial 
contributions to the campaign and part of this 
money has been used to produce and make available 
to all areas the various types of material used in 
the campaign. Remaining funds have been divided 
among the various areas proportionately to what 
they themselves have raised. 

While the effectiveness of this program cannot 
be determined or evaluated at this time, it is at 
least calling the attention of the dealer and con- 
sumer to the bottled soft drink. The Committee 
of the California and Nevada Manufacturers of 
Carbonated Beverages, according to George Culley, 
secretary, feels that the campaign will be a great 
help in protecting and promoting the welfare of all 
bottlers within the two states. 





Advantages of Soft Drinks in Bottles... 


Highlighted in Bi-State Advertising Program 


California and Nevada Bottlers Asso- 
ciation launch strong advertising and 
educational campaign with slogan "The 
Finest Soft Drinks Always Come in 
Bottles.” ... 
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soft drinks 


always come 
in bottles 





the finest soft drinks always come in bottles 





ie finest _ 
ak. 


always come 
in bottles 








It’s as clear as crystal... 


Glass bottles will not change 
the taste 
or quality of 


soft drinks 
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aa Glass is the only known substance that 
will not change liquids in any way 
Quality and taste are everything in 
a soft drink...and glass will not change 
the quality or taste. Buy the finest...enjoy 
the finest...and remember...the finest 


soft drinks always come in bottles. 

















An effective number of mats are also avail- 
able through the CNMCB. It is planned to 
carry these messages to every nook and 
corner of California and Nevada. 





Members of the glass industry have made 
a substantial contribution to aid in the 
campaign started by the California and 
Nevada Manufacturers of Carbonated Bev- 
erages. This typical ad is one of a series 
prepared by the association for news- 


papers. 
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Lithographed in 4 colors on treated stock, this 40” x 60” 
beverage truck banner is priced at $2.25 and is offered 
with 5 grommets for tying on the rear of bottler’s trucks. 








Orange Crush Company offers full line 
of quality flavors in non-returnable bot- 
tles under Old Colony trade mark... 6 


Old Colony Beverages in Non-Returnable Bottles 


Under Market Test in Ohio and Illinois 
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The Old Colony trade mark and the “No Deposit” “No 
Return” slogan are prominently displayed on this point-of- 
purchase material made available to dealers by the 
Orange Crush Company. 








Full depth corrugated case containing 24 non-returnable 
bottles of Old Colony beverages facilitate production 
handling. Cases are brought up to the soaker, bottles re- 
moved, fed into production and replaced in the corrugated 
case at the accumulating table. 











oe full line of quality flavors, under the interna- 
tionally-known “Old Colony” trade-mark, packaged 
in non-returnable flint bottles, with supporting 6- 
bottle carriers and 24-bottle corrugated cases, have 
just been introduced by the Orange-Crush Com- 
pany, Chicago 10, Illinois. 

Developed to meet the growing demand for one- 
way containers from consumers, dealers and bot- 
tlers alike, the new Old Colony non-returnable bottle 
offers both bottler and dealer greater profits. 

Production and distribution, according to John L. 
White, national sales manager of the company, can 
be started virtually overnight in any plant accepted 
by the Orange-Crush Company, since absolutely no 
changes in equipment are necessary and glass is im- 
mediately available, complete with a _ full-depth 
printed corrugated case containing four 6-bottle 
carriers and the 24-non-returnable bottles. Exactly 
like empties loaded from the route truck these open- 
top cases are brought up to the soaker, bottles re- 
moved, fed into production and finally placed back 
in the corrugated cases at the accumulating table 
as in any ordinary operation. The only differences 
are that washing in caustic is not essential (just a 
thorough rinse) and bottle inspection is not neces- 
sary. Handling is easier, less floor space is required 
and trucks have only a one-way haul. And the glass 
is “sold” to the consumer at full cost plus freight. 
The new one-way bottles work perfectly through 
automatic equipment, or are easily handled manu- 
ally. 

In markets where the conventional returnable bot- 
tle is wholesaling for 96c-$1.20 per case, the bottler 
can usually execute store delivery for $1.50 to $1.60 
per case with a suggested retail price of 6/45c or 
6/49c. The dealer, therefore, realizes 30c-3lc per 
case profit (15.8-16.7%) and the bottler under ordi- 
nary cost conditions can come out with 21c-30c per 
case net profit. 

Bottlers, according to Mr. White, are already 
finding ready acceptance for the Old Colony one- 
way bottle oy supermarkets, including the national 
and local chains, as well as other outlets serving the 
carry-home, travel and picnic trade. Consumers, too, 
it has been found, respond to the hard-hitting radio, 
newspaper, television and effective point-of-purchase 


advertising campaign provided by the company. 


bottle carrier and 24-bottle case pro- 
moted to established bottlers. 
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Another dramatic point-of-purchase display offered 
dealers. This material accents the “pay no deposit” fea- 
ture and calls attention to the elimination of bottle clutter 
and the inconvenience of returning empty bottles to the 
store. 








No Deposit! 
No Return! 


Old Colony # 
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One of the small mats made available by 
the Orange Crush Company. Other sales 
promotion aids includes radio, television 
and newspaper advertising. The simple 
message “No Deposit! No Return!” is re- 
peated and emphasized in all of the sales 
promotion and advertising material. 
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I You can feel why... 










this crown means dust-free feeding 


Run your thumb across the underside of an Armstrong’s Hi-Speed Crown. It’s smooth, 
without the sharp burr found on most crowns, And that smoothness puts an end to your 7 Tax Treatment of Container Costs 6 
biggest dust producers . . . excess friction in the chutes and decoration scratches 


Talk of the Trade 1 






in cartons and hoppers. Bireleys Invade Can Market On West Coast 9 






Armstrong’s Hi-Speed Crowns give you this cleaner feeding, plus 
an extra bonus of smoother, faster capping. Burr-free skirt bottoms 
permit crowns to run free in the chutes causing fewer skips and 





Editorial ll 






- | Beverage Price Map 12 
hangups, even at higher speeds. 






See for yourself. Plan a trial run with Armstrong’s Hi- 
Speed Crowns. We'll be glad to help you set it up. Just 
call your nearest Armstrong office or write Armstrong 
Cork Company, Glass and Closure Division, 5507 
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Fe ona BOTTLERS’ GAZETTE has conducted a 











nation-wide survey among all bottlers on this vital 







Here's subject to determine: 


your choice: 





(1) The various methods employed by the indus- 





try in accounting for container costs. 








100% True Fruit 
Lemon cloudy, with 
color, I'/4 oz. 


Lemon Clear, 100% 


True Fruit no color 
Lemon-Ade 10X 


Lemon No. 50 
no color, | oz. 










(2) The extent to which departures from gen- 






Vineinta DARE 


Frankly now—is your lemon a lemon? Give it the zip and tang that 


erally accepted methods have been approved by the 





tax authorities, and 













(3) The size or sales volume of the bottlers using 





make it a best seller with Virginia Dare Lemon Flavor . . . the flavor the various methods. 


that sells em and then brings them back for more! Be first in the "thirst" 













and others to suit Returns were received from 479, or 8%, of the 


your needs 





market . ... write today for Virginia Dare Lemon samples and make questionnaires. However, due to inconsistent and 


your lemon into a sweet seller! or incomplete replies, only 448 returns could be 









used as a basis for the tabulation appearing in the 


next section. 





Survey by “National Bottlers’ Gazette.” Re- 
sults tabulated and evaluated by David C. 
Anchin, C.P.A., and Julian S. H. Weiner. Mr. 
Anchin is a partner of the firm of Anchin, Block 
& Anchin, a New York firm of certified public 
EXTRACT CO., Inc. accountants. Mr. Weiner, also a ©.P.A. and 


Bush Terminal Building No. 10 attorney, is associated with the firm. Both men 


have written extensively on the subject of 
Brooklyn 32, New York Federal taxation. 
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TABULATION OF RETURNS: 


The following tabulation presents a three dimen- 
sional or three-way breakdown of replies, in per- 
centage form, showing: 

1. The percentage of bottlers using each of the 
various methods. These percentages appear in the 
first column of the tabulation, labeled, “TOTAL 
ALL BOTTLERS”. 

2. The percentage of bottlers, within each sales 
bracket, using the various methods. These percent- 
ages appear in the upper left-hand corner of each 
section and should be read vertically to arrive at the 
100% figures shown at the bottom of the columns. 

3. The percentage of replies received from bot- 
tlers in the various sales categories. These per- 
centages, shown separately for each tax method, 
appear in the lower right-hand corner of each sec- 
tion, and should be read. horizontally to arrive at 
the 100% figures appearing at the extreme right of 
the tabulation. 


HIGHLIGHTS OF THE TABULATION: 


The tabulation points up the following significant 
data: 

1. The plant inventory method is being used by 
the majority, or 56.9%, of the bottlers who returned 
their questionnaires. The depreciation method, rep- 
resenting 23.4% of the total, was second in popu- 
larity. 

2. The plant inventory method also appears to be 
the most widely used in each of the sales brackets. 

3. Replies to the questionnaires were received 
predominantly from bottlers in the first sales brack- 
et which climbs up to a top annual volume of 250,000 
cases. About 80% of the replies were received from 
bottlers covered by the first two brackets, represent- 
ing a maximum sales volume of 500,000 cases. 

4. With respect to the depreciation method, it 
appears possible to use a rate above the 25°; figure 
officially recommended by the Treasury Department. 
5. A substantial number of bottlers using the 
plant inventory method seem to be valuing con- 
tainers at cost. Taxwise, however, the most ad- 
vantageous method of valuation would be the lower 
of cost or deposit. This valuation has been approved 
by the Commissioner of Internal Revenue, as in- 
dicated both by the above tabulation and our article 
on this subject which appeared in the March, 1954 
issue of N.B.G. 

6. Although the plant and trade inventory meth- 
od is predicated on the valuation of containers at 
cost, the majority of bottlers employing this method 
appear to be valuing containers at lower of cost or 
deposit. This valuation policy, however, appears to 
have been approved in some instances. 

As explained in the March article, the plant and 
trade inventory method is most effective when the 


container deposit exceeds the container cost. How- 
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There’s no need for you to struggle this 
summer with an old, worn out filler that 
can barely keep up with your require- 
ments. We have new Cem Fillers avail- 
able for prompt shipment. By ordering 
one right away you can assure a smooth, 
efficient, trouble-free bottling season. 


CE 





CROWN CORK & SEAL COMPANY, INC. CED 


Machine Sales Division e Baltimore 3, Maryland 


Bottlers the world over have invested in nearly 2000 CEM FILLERS .. . 





FILLERS 


4-20 e 6-28 e Super Cem 50 























You'll get big production of a high qual- 
ity drink at low cost per case... save a 
thousand headaches... increase your 
profits. Call... wire... write your Cem 
Representative or Machine Sales Divi- 
sion immediately. Find out how quickly you 
can realize more profits with a Cem Filler. 








such approval must be earned 
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ever, this method would be equally effective when 
the container cost exceeds the related deposit, pro- 
vided containers could be valued at the lower of cost 
or deposit, which may be permissible according to 
the survey. 
7. The survey has revealed several variations 
from the generally accepted tax methods, as follows: 
A. Plant and trade inventory method plus 
depreciation. This tax treatment, in effect, in- 
volves the write-off of non-returned or lost con- 
tainers as well as the depreciation of containers 
out with the trade and in the plant. This prac- 
tice appears to have been approved by the taxing 
authorities. As a practical matter, this practice 
can and should be followed by bottlers using the 
depreciation method. 
B. Expense method. Under this treatment con- 
tainer costs are expensed in the year of purchase. 
This, of course, permits an immediate recovery, 
taxwise, of container costs, thereby indirectly as- 
sisting bottlers in financing container purchases. 
Unfortunately, none of the replies indicated that 
approval had been received for this method. 


C. Depreciation per cases sold is, in effect, 





equivalent to the depreciation method, except that 
annual depreciation is determined by a fixed per- 
centage of cases sold rather than of the related 
purchase cost. This method has apparently re- 
ceived official approval. 

D. This next method is merely a combination 
of two standard methods, namely, the plant in- 
ventory method for bottles and the depreciation 
method for cases. Here, too, replies have indicated 
official approval. 

E. Two of the methods classified as miscellane- 
ous in the above tabulation deserve special com- 
ment. One of these methods involves the treat- 
ment of bottle and case replacement as an expense 
item. Presumably, under this method, the original 
purchase of basic container requirements would 
be capitalized. This method, by deferring tax 
deductions, until the year of replacement, im- 
poses a heavy burden upon the bottler in the 
initial year of container acquisition. 

Under the other method, container purchases 
are added to the opening inventory balance. At 
year-end 50% of the accumulated total is estab- 
lished as a closing inventory and the other 50% 







































































































































































Total By Seles Bracket ~- Annual Case Sales: 
all Up To over 
Bottlers 250,000 500,000 750,000 1,000,000 1,000,000 
Deprectation| Under 25% 17.5% 29, 28 1L.9% 7.4% 15.8 15.0% 
Over 25% - Approved 2.5% | 
Method Over 25% = No Ruling 3.4% | 77.8% | 12,68 o¢ (nx | ar [iso.o6 
Sub-Totel 23.4% 
leseteteave Valued at Cost - Approved wd - . x i ¢ 69.2% ‘ ¢ 
Plent Containers Valued at Cost - No Ruling if 
Inventory Containers Valued at Lower of Cost or Deposit - Approved 16,3% 
Method Containers Valued at Lower of Cost or Deposit - No Ruling 21,8 
Containers - Other Valuation - Approved 2,54 
Containers - Other Valuation - No Ruling 2.7% 56.5% 
Sub-Total 56.9% 
feontainers Valued at Cost - Approved 2.5% 12.0% 
Plant Containers Valued at Cost - No Ruling 3.4% 
and Containers Valued at Lower of Cost or Deposit - Approved 3.he 
Trade Containers Valued at Lower of Cost or Deposit - No Ruling 3,24 
Inventory Containers - Other Valuation - Approved of 
Method Containers - Other Valuation - No Ruling 7% ted 
‘ Sub-Totel 13.6% 
f prent & Trade Inventory Method Plus Depr. - Approved ~% 
Plant & Trade Inventory Method Plus Depr. - No Ruling St 
Other 
Expense Method - No Ruling 1.1% 
1. 
Depreciation Per Cases Sold - Approved ~5t 
Depreciation Per Cases Sold ~ No Ruling 1.1% 
Methods 1.1% 
Plant Inventory - Bottles, Deprec, - Cases - Approved 5 | 75.08 
Plant Inventory - Bottles, Deprec. - Cases - No Ruling 1% 
1.54 
Miscellaneous - No Ruling 1,1¢ 80 .,0¢ 
Subd-Total it 
100.0% 100, of 100.0% 100.0% 100, 0 100,08 



































is charged off to expense. On the other hand, con- 
tainer deposits are reported as income. This 
method, according to the related reply, was es- 
tablished by an Internal Revenue Agent for a 
bottler whose annual sales volume exceeds 1,000,- 
000 cases. 

This method seems to be a composite of the 
plant inventory method, in respect to the treat- 
ment of deposits as sales income, and of the de- 
clining balance method of depreciation, in re- 
spect to the formula for writing off container 
costs. 

Unfortunately, this formula does not appear to 
offer any benefit, taxwise, since the container cost 
write-off can be substantially or completely offset 
by deposit income. Without the offsetting deposit 
income, however, the declining balance method of 
depreciation, at the 50% rate, could be extremely 
advantageous from a tax viewpoint. Strangely 
enough, this method may be available if the re- 
lated amendment under the proposed tax revisions 
is adopted. This subject will be discussed further 
in a future article. 


8. As reflected in the foregoing tabulation, some 
of the replies indicated that inventory methods were 
based on valuations other than the customary cost, 
or lower of cost or deposit. In the main, however, 
these other methods actually represented a combina- 
tion of the first two bases. That is, new or unused 
bottles were being valued at cost, whereas used 
bottles would be valued at lower of cost or deposit. 

9. In one reply, a bottler, whose sales exceeded 
the 1,000,000 mark, reported that he used the de- 
preciation method for accounting purposes but was 
compelled, by the Internal Revenue Service, to use 
the plant inventory method for tax purposes. 

The depreciation method, however, is acceptable 
to the Commissioner of Internal Revenue. There- 
fore, provided this method would be more advan- 
tageous taxwise, it is suggested that the bottler 
explore the possibility of obtaining official sanction 
for the use of the depreciation method. 


CONCLUSION: 


The survey has provided us with a great deal of 
useful information. Moreover, it has pointed out 
that the best method, taxwise, is not being followed 
in numerous instances. In fact, it may be well for 
bottlers to appraise the value of their present meth- 
ods in the light of the data furnished by this study. 

Undoubtedly, National Bottlers’ Gazette has ac- 
complished its purpose in making this survey, which 
was to determine the actual practices in the industry 
as concerns case and bottle costs accounting and 
acceptance by the Internal Revenue Department of 
the various methods employed. Reprints of this 
survey analysis will be available in the near future, 
free to N.B.G. subscribers. 
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Bireley Invades Market On West Coast 
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t from General Foods 
| 
f 
: Typical of Bireley’s newspaper cam- 
Bireley’s paign introducing their new canned 
non-carbonated orange drink Orange Drink is the above 2-color, 
1,200 line newspaper ad. A series 
5 of these ads is now scheduled for 
' . Fresno newspapers to support Bire- 
ley’s market test in that area. 
now incans as 
. well as bottles 
4 
e | 
origi 
Bireley’s * } 


pasta 


orange drink 


rm. _ ‘3s T 
d it’s non-carbonated: Pure fun for everyone nd HOW 10 MAKE HIS SUMMER 














g Bireley’s, has entered the canned 7-ounce bottle and it is %4-inch Toe BEST YOU EVER, Map! i] 
e soft drink market with an entirely taller than the standard 12-ounce 
different package. First of its type beer can. 
! in the beverage field, this new 9- Initial plans call for market test- L t VEKO k | bi | 
; ounce can made its debut in Fresno, ing in selected markets, with Fres- e ma e your $a es Ossom! 
2 California early in June. no spearheading the program. : 
‘ In announcing the introduction Primary objective is to learn the VEKO flavors give you big sales-byilding advantages: 
' of this new package, Herb Ward, consumer’s reactions to the 9-ounce . ; 
Bireley’s Marketing Manager, package of a quality product com- « Market-tested to exactly suit the tastes of your market. 
stated that the development of the petitively priced with other products e et r consistent goodness. 
9-ounce container is the result of in 12-ounce packages. “‘We believe , ae 
more than two years’ research and the quality conscious consumer will 
f study. He pointed out that, in his pay the same unit price for higher 
t opinion, the standard 12-ounce beer quality in a smaller package”, says 
d can now being used for soft drinks Mr. Ward. ne 
r is too large for an average single Newspapers are being used to in- or 
- drink and slightly small for two troduce Bireley’s in cans and the 
servings, particularly in fruit flav- campaign stresses product quality, 
' ors. He also stated that it is Bire- Bireley’s non-carbonated sales feat- 
h ley’s policy to maintain its high ure, and takes advantage of well 
y standards of quality already firmly established dealers’ good will by Dut: 
q established in bottles and, in order use of the General Foods Corpora- E. k  @) ri N % T AM aid 4 
f to do this and keep in line with com- tion (Bireley’s parent company) e: “ 13, 
s petitive prices, it was necessary to signature on the package. The Bire- STREET « NEW YORK ¢ 
% develop the 9-ounce package. The ley’s bottle will be exploited in these a 
diameter of the Bireley’s can is ads right along with the can in ‘ 
exactly the same as that of their order to make full use of consumer | sb ahe for CHA HEM, complete Price List { 
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“Fire-Polished” Lips 


YOUR BEVERAGE IS SAFE when it's bottled in glass... 
no matter how long it's stored in warehouses or homes. 
Only glass bottles provide indefinite protection for 
beverages. Because only glass is chemically inert... 
needs no liners that might affect the quality or taste 
of your beverage. 


Wedg-Wall Bottles by Thatcher offer you additional 
advantages that aren't found in other types of con- 
tainers. For instance: high trippage, low cost, resistance 
to carbonation pressure, long-term availability, plus 
utilization of your present equipment. Get the facts on 
the right container for your beverage... write for free 
booklet todcy. 


THATCHER 


=a Gs WEDO-WALLS 


Solid Base and Wall “I THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N. Y. 


Factories: Elmira, N.Y., Streator, Ill., Lawrenceburg, Ind., 
Saugus, Calif., Jeannette, Pa. 


Representatives in Principal Cities 


Only Glass Bottles Provide It! 


impact. Bireley’s Advertisinoa Manager, Dick 
Pearson, stated “To the best of our knowledge, 
this is the first time any producer of canned soft 
drinks has made use of the opportunity to pro- 
mote bottled beverages through a tie-in with canned 
bevarage advertising’. Mr. Pearson stated further 
“We believe that the can has entered the soft drink 
field to stay as an adjunct to bottled beverage sales 
and not as a replacement for bottles. Our advertis- 
ing plans incorporate this thinking’’. 


Company officials reported that preliminary tests 
had convincingly proved the attractiveness of the 
9-ounce package but a thorough market test was 
needed to determine whether or not the initially 
favorable consumer reaction would continue. Fresno 
was selected for the initial test because most of the 
factors prevalent in other markets are present there 
and the geographic location of the city will make it 
possible to obtain a more accurate analysis of the 
results. Wholesale and retail prices of canned Bire- 
ley’s will be generally the same as its competition in 
12-ounce cans in the area. 


Success of this market test will hold considerable 
interest for the beverage industry for two important 
reasons: First, Bireley’s is a nationally franchised 
line of beverages and one of the very limited num- 
ber in this category to enter the canned beverage 
field to date. Second, Bireley’s is a division of Gen- 
eral Foods Corporation, which places it in a very 
enviable position in being able to draw from the 
wealth of marketing knowledge as well as the 
strong resources of the parent firm. 


According to Mr. Ward, Fresno is only the first 
of a series of broadening market studies with plans 
already under way for at least one metropolitan 
Bireley’s market where the franchised bottler is in- 
stalling canning equipment to handle his own pro- 
duction. Currently the vast canning facilities of 
Bireley’s Hollywood plant are being used to handle 
production for the initial market test. “Pressure is 
on us from bottlers all over the United States to 
get going on canned Bireley’s in time to ‘cash in’ 
on the coming season. We are not willing to jeopar- 
dize a Bireley’s market for a ‘fast buck’ and are 
determined to protect our bottlers against blind 
and costly moves that may boomerang later. The 
consumer will decide the future of Bireley’s in cans 
and we will see to it that he will get the same quality 
Bireley’s he now gets in bottles. Further, our earn- 
est desire is that the can shall augment our bottlers’ 


sales volume ... profitably.” 


Orange is Bireley’s heaviest volume item and as 
such is the first to be introduced in the can. Other 
flavors will be added as proper liners are developed 
by the can companies and as consumer demand indi- 


cates their need, according to Mr. Ward. 
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PIONEER PUBLISHERS IN THE 
SOFT DRINKS 








INDUSTRY 
EXECUTIVE STAFF: 
B. S. KELLER........... Publisher 
M. J. BECKER Editor 
S. R. KAPLAN... Business Manager 
D. K. KIEL... Associate Editor 
BERT DALE... Field Editor 
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PACIFIC COAST: Ned Brydone-Jack 
714 W. Olympic Blvd. 
Los Angeles, Calif. 


SOUTHWEST: Frank McKeown | 
600 West Frey Street 
Stephenville, Texas 


CANADA: Harry Bernstein 
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of the Spanish-language quarterly “El Embotella- 
dor” for the Latin-American Soft Drink Industry. 


———- THE COVER PICTURE —.___. 


There’s nothing better than real 
hot sizzling summer weather to 
promote the sale of soft drinks 
in case lots. Light weight, dura- 
ble corrugated cases, a conveni- 
ent automobile and widespread 
distribution through every con- - 
ceivable outlet can work wonders 
in boosting soft drink consump- 
tion. Wonder how many cases an 
empty car trunk can hold? 
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That Bottle Return Problem Is Still With Us 


SHIFTING patterns of industry practice, dictated by changing conditions, 
continue to make the problem of bottle returns one of the most urgent for 
the bottlers to solve. The advent of the can, focusing attention on either this 
container or the non-return bottle, complicates the whole matter. 


Three things appear to be needed — 
First, a method of increasing the rate of returns. 
Second, a means of minimizing losses. 


Third, a way of encouraging better cooperation on the part of dealers and 
a program of helping them with their problems. 


There are answers to these three objectives, even if they be considered 
only partial solutions. None of them are new or untried, hence they are 
known conditions with known results. 


One simple move blankets the first two phases of the problem. This is 
simply to institute and get higher deposits. We cannot practically increase 
deposits up to the replacement cost, although this would be ideal. Nor is such 
a high deposit necessary. Reasonable deposits will make consumers have a 
bigger temporary investment in the bottles. That this will better returns has 
been proved by hundreds of bottlers who have raised their deposits. The 
higher deposit helps educate consumers to the fact that bottles represent a 
substantial cost to the bottler, and are not to be lumped with all disposable 
containers for the garbage heap. And higher deposits, assuming but a penny 
per bottle increase, cut losses by 33%, based on current industry practices. 


Objective No. 3 is a lot tougher to accomplish. We need to educate and 
help dealers on this matter of the deposit bottle. We need to educate them to 
the fact that deposit bottles are a substantial inducement in bringing con- 
sumers back to the store; that the great majority of them use deposit monies 
for additional purchases; that deposit bottles help customers into the habit 
of being one-store, repeat customers. There is much published material already 
available on this point, including several studies and booklets prepared by 
one of the glass companies. 


Individual and cooperative campaigns, using media which easily reaches 
the consumers like newspapers, radio and T.V., would be extremely useful in 
furthering all three aims, and here again, as discussed elsewhere in this issue, 
such cooperative promotions have been tried and found not wanting. Of great 
importance but given little consideration in the past, would be the utilization 
of all bottlers’ current advertising, in any media including outdoor and point- 
of-purchase, to emphasize the need of returning empty bottles promptly. 


This is no new problem, and we know of no new answers to them. The 
old methods are still good, however, and just need that extra bit of push and 
more consistent employment, to do the job. 
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[_] Outlined areas—solidly higher prices. 
i) Shaded areas—-prices moving upward. 
M™ Redareas —solidly pre-war prices. 


ee map above pictures the nation- ington, W. Va., increased price to 96c Price increases were also recorded 

wide price situation in three classifi- (plus 24c State special tax), a move in Fort Smith, Arkansas (96c, all bot- 

cations. Based on splits, white area which will undoubtedly have an effect tlers); Tucson, Arizona, where the 

prices are $1.20 or above; shaded on the entire southern part of the Crystal Coca-Cola Bottling Co. raised 

areas, 85c to $1.12 and in the solid State. In nearby Ashland, Ky., a simi- to $1.20, with others throughcut much 

areas, prices are 80c or below, per lar price rise occurred. All brands of the State following suit; and in | 

case. The current map, which is up-to- were involved. Aberdeen, West Point, Houston, Stark- 

date as of June 18, shows considerabie Added to the bottlers in Corbin, ville and Louisville, Miss., all bottlers 

“pocking” of the old-price based Middlesboro, Harlan and Williams- advanced to 96c. Several weeks earlier, 

Southern states with areas wherein burg, Ky., who have enjoyed higher about mid-April, Natchez bottlers 

prices have risen, most to the $1.00 prices ($1.00) since early 1951, the boosted prices to 96c also. In Monroe, | 

level. State is nearly half in the “shaded” Louisiana, the Ouachita Coca-Cola | 
For instance, all bottlers in Hunt- column. Bottling Co., hiked its price to $1.20. 
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bury, Conn. uses many traditional 
methods with new techniques and 
modern bottling equipment. 


A uxvrens of thousands, perhaps millions of con- 
sumers, during the past 89 years have had an oppor- 
tunity to taste and enjoy the ginger ale beverages 
produced and marketed by the Diamond Ginger Ale 
Company in Waterbury, Connecticut. That many 
continue to buy these soft drinks is ample testimony 
to the standards of high quality established and 
maintained by the company during the passing 
years. 

The pictures on this page, illustrate, as well as 
any we know, the effectiveness of combining old- 
fashioned production methods with modern tech- 
niques and new equipment. 

Originally organized in 1865, the Diamond Ginger 
Ale Company, now owned and managed by Daniel 
J. Leary, who joined the company in 1919, has more 
than 80 employees and operates 26 trucks through- 
out the State of Connecticut. 

The distinctive flavor of the Diamond Ginger Ale 
product is still prepared by the costly old-fashioned 
method of mixing and distilling Jamaica ginger and 
various extracts. This method utilizes the original 
flavor formula developed when the company first 
started in business 89 years ago. 

Modern production equipment installed through 
the years has enabled the company to establish itself 
as an important producer of quality soft drinks. 
Recent addition to the Diamond Beverage line has 
been the introduction of dietary beverages in a 
wide group of popular flavors available in 12-ounce 
non-returnable bottles and quart sizes. This new 
product has had a very helpful effect in boosting 
sales and production. 


CLEAN ... CLEANER... CLEANEST 


Sparkling, clean bottles come out of the washer. Operator 
Constantino checks every bottle to eliminate any which 
might be damaged or cracked. 


Diamond Ginger Ale Plant in Water- 








FILLING AND CAPPING 


Filling and capping the large size bottles is performed 
by Chief Operator Rocco Fargione, who joined Diamond 
Beverages when he was 14 years old. He has worked with 
the company for 26 years. 













SMALL BOTTLE PRODUCTION LINE 


Small bottles, six to twelve ounces, are filled and capped 
on special machinery developed by Diamond. Philip Weir 
has to keep an eye open to avoid delays in processing. 








NATURAL ROOT FLAVORS 


The expensive old-fashioned method of mixing Jamaica 
ginger and extracts is declared to make the finest soft 
drinks. Frank Lawlor, left, and his brother Andrew, ex- 
tract experts, are showing how this traditional method 
is used at the Diamond plant. 










PURIFYING THE WATER SUPPLY 


Plant Superintendent Frederick Dreher is shown keeping 
a close check on the controls of the water purifiers. Puri- 
fiers costing many thousands of dollars insure that only 
the best water will be used in making the famous Dia- 
mond Ginger Ale and other flavor beverages at the 
Diamond plant in Waterbury, Ct. 





(Continued on Page 74) 











Nehi's Big, Beautiful Birmingham Plant 


°85 QUALITY VEARS 
ve behind Jurtchel\y 


4-OZ O ven house ceremonies on June 3rd, marked the 

‘ official opening of a new plant recently completed by 
the Birmingham Nehi Bottling Company at 225 N. 
| Center Street. 
| Utilizing modern architectural design and the 
| latest innovations in bottling plant equipment and 
materials handling methods, the plant represents an 
outstanding combination of beauty and efficiency. 


| Production capacity is rated at 300 bottles per 


Ai Birmingham's newest plant... beautiful to look at... and efficient, too! 


| minute. 
Comprising a one-story red brick main building 





and a separate garage building the plant occupies 
more than 40,000 square feet of floor space. The 
|court area between the two structures is used for 
off-street parking and loading of delivery trucks. 
A feature of the plant is its completely tiled sirup 
/room and new stainless steel syrup tanks. 
| Proud owners of the new plant are James G. aa 7 
: ; , ; | Pearce and L. Clarke Pearce, well-known and active View of the “Straight-line” bottling department, showing 
All of our 85 years experience 1S behind this lin Southern bottling circles the Meyer filling line. Plant can produce 300 bottles per 
perfect blend of extracts and roots that makes | etaieen 


this a rich, full flavored Root Beer that sells 
and sells and sells! 

Contains caramel color and comes in a variety 
of types. Easy to process. 

Write for free sample or order a trial gallon 
today. 


Two views of the “inside” reflects the wide use of modern machinery and materials 
handling methods. Left: Miller Hydro automatic decaser, case cleaner and case packer 


CRESTMONT AND HADDON AVES. ¢ CAMDEN 4, N.J. are shown at the final stage of the production line. Right: efficient use of storage space 
is effected by use of pallet stacking of filled goods moved about by Clark lift trucks. 
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Can Non-Returnable Bottles 
Compete With Cans? 


Tu problem of “Can one-way glass bottles com- 
pete favorably with cans for packaging soft 
drinks?” has been solved by Joe Occhiato, Pepsi- 
Cola, Orange Crush, Old Colony bottler in Pueblo, 
Colorado, on the basis of his first sixty days’ 
experience with Old Colony non-returnable 10-ounce 
bottled soft drinks in the Pueblo area. 


With four canned beverage brands—Can-A-Pop, 
Handi-Can, Mission and White Rock—already on 
the market, Pueblo provides an excellent test area 
for the answer to the glass vs cans issue now facing 
the soft drink bottling industry. General retail 
canned soft drink prices in this area are 6 for 59c 
and one other one-way glass bottled soft drink com- 
petes for the consumers attention and dollars. 


Generally Mr. Occhiata has found his dealers 
receptive to the one-way bottle. Here—as in other 
markets—the initial sales demand and impetus came 
from the dealer rather than the consumer. This is 
particularly true among the chains. The smaller 
dealer it was found was less eager to make the 
change to the disposable package because of the 
price problem. However, he tends gradually to fol- 
low the pattern established by the chain stores. 


Originally introduced in Pueblo on April 19, the 
pricing schedule for the Old Colony line ranged from 
$1.75 to $1.65, depending upon the quantity ordered. 
The recommended retail price was 6/49c but many 
of the smaller outlets moved this up to 50c or 55c. 


After the first few weeks on the market with this 
Old Colony line, Mr. Occhiato changed his pricing 
policy to the dealer to $1.65 per case providing the 
dealer signed an order for 100 cases to be delivered 
at the dealer’s demand. The dealer was thus given 
a markup of 3lc under this policy with the 49c re- 
tail price and the sales results have been consider- 
ably improved. Further reduction on the one-way 
bottle to $1.50 per case are under consideration 
depending upon whether the dealers will cooperate 
at a 45c carton price. Mr. Occhiato believes such a 
reduction would prove possible now that he has his 
production costs clearly established. Wholesale prices 
on the firm’s returnable packages are $1.20 with 
the common retail level of 6/39c. At 49c on the one- 
way bottle, he is obviously competing favorably with 
deposit bottles and even more favorably with cans. 


According to Johnny White, sales manager of the 
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..are highly SPECIALIZED. They are designed for 
each individual cleaning problem in the Beverage 
Plant. 


Below are a few of our Specialized Brushes con- 
structed of White "TYNEX" Nylon for longer life. 






tong Bh 

























No. 2694-V SYRUP TANK BRUSH 








No. 1234 CROWN SHUTE BRUSH FOR CEM CROWNER 
(No. 1235 FOR MEYER AND LIQUID CROWNERS) 








No. 250-V Filler 
Tube Brush. 























No. 1900 Evaporator 
Tube Brush 





















VOLCKENING, INC. mee =; -- Brushes For The 


Beverage Industry Since 1897 





6700 Third Ave., Brooklyn, N. Y. 
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Orange-Crush Co., parent company for “Old Colony” 
a realistic cost-per-case breakdown for bottlers in 
the “free freight zone” on glass (including most of 
the Midwest) will be as follows: 

Package 74c 

Ingredients 30¢ 

Production Costs 8c 


Sales Commission 12c Packaging includes the 
Delivery Cost 6c four 6-bottle cartons and 
Advertising 2%c the 24-pack corrugated 
Administrative 5c printed case. 


Total Case Cost $1.37%% 





Mr. Occhiato has already obtained sales approval 
for Old Colony one-way bottles from a large chain 
and now has virtually complete grocery store dis- 
tribution. On the sales promotion side Mr. Occhiato 
is using TV advertising and expects to increase 
newspaper advertising on the Old Colony one-way 
package. In addition to the 6-bottle carriers, he is 
making effective use of the corrugated shipping 
containers and smart looking and dramatic point- 
of-purchase displays. 

The non-returnable picture is somewhat compli- 
cated in the Pueblo market by the fact that some 
chain stores are reportedly buying canned beverages 
as low as $1.75 per case. The established prices are 
generally as follows: White Rock cans $2.30 per 
case, retail 2 for 25c; Can-A-Pop cans $1.65 per 
case, retail 6 for 59c; Handi-Can cans $1.65 per case, 
retail 6 for 59c; White Rock one-way bottles 12- 
ounce $1.90, retail 6 for 59c. Dad’s Root Beer in- 
troduced the 12-ounce one-way bottle at $1.85 per 
case with a retail price of 6 for 54c. 

Other significant factors affecting the Pueblo area 
and the drop in canned soft drink sales are: (1) 
Increased unemployment in Pueblo with many people 
watching living costs more closely than usual, (2) 
Unfavorable weather during the month of May, (3) 
The one-way 10-ounce bottles, retailing consider- 
ably lower than the canned drinks, were beginning 
to take hold and (4) The presence of the one-way 
glass bottles provided the dealer eager for a one-way 
package an alternative to the can at a lower retail 
cost. 

While the limited picture presented by Mr. Oc- 
chiato is not conclusive, he does feel that aggresive 
sales work on the new one-way bottle package pro- 
vides a big sales potential. 

Or as Mr. Occhiato so aptly expresses the problem: 
“The real answer on the one-way bottles will come 
only when we get a spell of hot weather. Right now 
I feel that the can is no great concern but I do be- 
lieve that the dealer’s desire for a non-returnable 
package will be largely responsible for keeping the 
can in the market and that this desire will spark 
an important market for our non-returnable bottles.” 
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q x discussing advertising values in the beverage 
business, probably the best place to begin is at the 
scene of the action—the retail outlet itself—be- 
cause everything involved in the selling process How To Make Your 
starts there. Basically speaking, if we do not have 


our product on sale in the store and what’s more 
important, have it available at all times, there is 


| little sense in taking our first step in advertising Oo ad Ad e. °@ 
| the sale of the drink. ut oor vertising 


The first thing that usually happens after the 
route salesman sells the dealer is to let the consumer 
know the product is available and for sale. This 
is done first by placing the largest piece of inside 
point-of-sale advertising piece in the most dominant 
location in the store if possible, adjusting the vari- 
ous sizes of material to the opportunity offered. 
Thus begins really the first sound promotion of 
the product advertisingwise, because here the ad- 
vertising can produce direct results—and be instru- L 
mental in actually selling merchandise. 

From the inside of the store the next advertising 
opportunity offered is on the outside of the outlet. 
Here we have the chance to reach a much wider 















































and a much larger audience because our contact 
with consumers reaches beyond just the customers 
of any one dealer. Let us spend a little time on the 
question of outdoor point-of-sale advertising, be- 
cause here there may be some suggestions of value 
to you. 


The Consumer Comes To the Medium 


There is a peculiar characteristic outdoor adver- 
tising enjoys which also applies to outside point-of- 
sale advertising. Unlike any other forms of adver- 
tising that circulates to the consumer while he is in rye 
the home—such as newspapers, magazines, radio 
and TV—the consumer circulates to the medium in 
outdoor advertising as he moves about out of doors. a 
He may see the same advertisement three times ee 
along the way and immediately he has the impres- 
sion that he has seen this advertiser’s message all 
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MARKET TRAFFIC FLOW 


oe By determining the flow of traffic and its concentration 
over town. This is a tremendous advantage because (the map is ef Chicago) placement of outdoor advertising 


the repetitive effect of fewer advertising pieces well can be made where traffic is heaviest and the most 
placed can greatly enhance the impact the advertis- impressions received. 
ing delivers. However, there is a balance that must 
be maintained in this respect which we must not 


rane SR , There are methods of pushing the consumer 
; “ = spe patg ing weet a 0 i eo ie to the product, and pre-selling him on the 
yeverage business in the average market, as we - ‘ J 2 
move out from the center of town we find the sales way.... This article discusses some effective 
resistance lessens, and with some bottlers, a great forms of outdoor advertising, and how bot- 
deal of their business comes from the outlying sec- tlers can use them. 

tions of the city whereas the stops are pretty thin 

in the downtown district. Necessarily then, if this is 

true, most of the outside point-of-sale advertising is 

in the outlying sections and thins down close to the by T. W. TYRRELL, 

downtown area because of fewer stops and the un- Merchandising Director, General Outdoor 
availability of good outside point-of-sale space. Advertising Co. 
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It is, however, important for us to keep in mind 
and consider the whole market in our basic advertis- 
ing because only in that way can we be objective in 
making our advertising dollars pay off. 

Let me express this to you ina way I think you 
will better understand. In the human body the blood 
flows from the heart through the arteries and it 
brings nourishment to all parts of the body and 
returns to the heart through the veins. This is a 
great deal like the traffic stream in the average 
city. The traffic flows toward the downtown area 
where many people are employed and where prob- 
ably the largest investment in retail equipment still 
exists. As the blood stream nourishes the body, 
so likewise does the traffic stream nourish business 
because trade and traffic are interdependent—one 
doesn’t usually exist without the other. If the cir- 
culation of blood is cut off from any part of the body 
that part of the body dies; the same is true of the 
traffic stream. Where traffic flow stops business most 
generally dies. 

A traffic flow map of any city indicates the rela- 
tionship of traffic to the whole market and this has 
a bearing on our advertising investment. To make 
those dollars count most, it is well to pattern the 
distribution of the point-of-sale advertising along 
the lines of traffic movement because what we are 
after is the greatest number of advertising contacts 
or impressions per dollar. 

For example, it costs just as much to paint a 
dealer’s wall, let us say, on a dirt road off the beaten 
path as it does in a main artery of travel, but look 
at the difference in the number of contacts or 





PAINTED WALL... 


For full visibility, should be placed above the level of 
possible obstructions, as shown. The same cdvice applies 
to outside tackers or decals on or near windows. 
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OUTDOOR POINT-OF-SALE 


This form of advertising is widely used and requires care 
in placement for best visibility. Beyond that, signs must 
be in good condition at all times—torn, dirty and defaced 
advertising material do not make good salesmen. 





impressions we get on the Main Street. Mark the 
low traffic neighborhood stops with the smaller and 
more inexpensive material. This will also act as a 
guide to a degree as to the point-of-sale investment 
at each store. It is only by keeping the proper bal- 
ance between distribution and the market move- 
ment that we can capitalize to the fullest the outside 
point-of-sale investment by placing more trade- 
marks on the main arteries. 

There are also certain fallacies in locating the 
outside point-of-sale material. Let’s first remember 
that to be effective a piece of advertising copy must 
have time to register, or to work. The longer it is 
visible to the greatest number of potential con- 
sumers, the more chance there is of reaching them 
with the message or trademark. 

If your point-of-sale setup is so handled that you 
can order the units you need in advance, by all 
means survey the routes and list the possible loca- 
tion opportunities. In this way you'll then come 
nearer to buying only those pieces you can place, 
which cannot be done when you sit in the office and 
select the pieces you like from a catalogue. This will 
keep the route salesman on his toes, because it gives 
him specific locations to secure and definite pieces 
to put up. 

Following the principle of giving each advertising 
piece a chance to work, the higher you place the 
signs on the outlet (within certain limitations), the 
more people will be exposed to the product name 
or message. Very often 18x54 signs are located 
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your beverage quality 


WHEREVER AND WHENEVER folks 
drink your beverage, you know it 
tastes the way you made it to taste 
because it is in glass. 

Drinks just naturally taste better 
in glass. That's why all the finest 
beverages come in glass bottles. 


DURAGLAS CONTAINERS 
AN (1) PRODUCT 


Glass gives absolute flavor protec- 
tion—no contamination ...no metal- 
lic or waxy taste to rob your drink 
of its individuality. 

Beverages look better in glass, 
too, for glass shows off their colorful 
effervescence. And drinking from a 





beverage bottle gives the same 
smooth, cool sensation as from the 
finest table glassware. 


Duraglas bottles, the finest of all 
glass bottles, are faithful protectors 
of your standards of quality. 


Owens-ILLINoISs 


GENERAL OFFICES « TOLEDO 1, OHIO 
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MORRIS PAPER MILLS 
135 S. LaSalle St. 
Chicago 3, Ill. 


under the dealer’s windows where they are ob- 
structed from view most of the time by various 
things such as beverage cases, vegetable stands, 
parked cars, trucks, etc. This naturally lessens the 
effectiveness of the whole effort. However, if the 
piece is placed over the window it will be in view 
to the approaching consumer for a longer period of 
time, it will be unobstructed most of the time and 
will thus do the maximum job for the amount of 
money invested. This also applies to any type of 
advertising displayed on the outside of the dealer’s 
store. 

Another good practice is to make each location 
as individual as possible—that is to stay away from 
competitive signs where only second and third posi- 
tions are available. It isn’t always possible to do 
this, but it is something to keep in mind. zt 

As we move away from the retail outlet in this 
selling process, our next major consideration is 
advanced or consumer advertising, and the most 
logical medium is Outdoor Advertising, because this 
is the first form of advertising removed from the 
point-of-sale. 

Painted walls, painted bulletins, or posters deliver 
dominant advertising display on the main traffic 
arteries. Often these are situated in the midst of 
many potential beverage stops, reaching prospective 
drinkers as they move into and out of neighborhood 
shopping centers as well as the downtown district 
and along the main traffic arteries of the city. 

Painted walls and painted bulletins are subject 
to individual selection. There is no standard size 
for painted walls as this depends on the available 
space and its adaptability in each case. Painted bul- 
letins are standard in size, usually 12 feet x 55 feet 

minimum contract is one year. 

Painted walls and bulletin displays offer great 
selling advantages such as— 

1. An advertiser may buy one or more, depending 

on his available funds. 


2. Smashing selling copy in full color. 

3. Dominant size. 

4. Strategic location. 

5. No waste circulation. 

6. Incessant repetition, which is the mother of 


memory. 
7. Lowest cost per thousand circulation. 

Poster Advertising on the other hand operates 
a little differently. Posters, each 12 x 25 feet in 
size, are sold in “showings” of a definite number of 
locations providing intensive, representative or 
minimum coverage of the traffic movement in the 
market. Posters are not subject to individual selec- 
tion. Poster showings are sold in multiples of 30 
days, and one month is the minimum contract. 
Poster showings have great flexibility in that they 
reach all forms of outdoor circulation—automotive, 
mass transportation, passengers and neighborhood 
shoppers—delivering the same message simultane- 
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ously in all parts of town from a multiplicity of 
locations, contacting practically everyone in the 
traffic stream over a period of 30 days. In each 
poster showing a certain number of the locations 
are illuminated from dusk until midnight where 
there is enough night circulation to warrant it. 

A number of franchise companies offer coopera- 
tive poster advertising plans to bottlers with which 
many of you are familiar and are perhaps using. 
Posters, like painted walls and painted bulletins, 
are self merchandising because not only the con- 
sumer sees them but so does the dealer as well as 
the route salesman, and the store supervisors. 

Moving along to the other types of consumer 
advertising such as newspapers, radio and TV, the 
bottler should weigh the merchandising aspects of 
these media because bottler’s advertising funds are 
usually limited so it is difficult to conduct a sustained 
program over a period of time. 

It has been said that advertising’s function is to 
move the consumer to the product, while merchan- 
dising is the process of moving the product to the 
consumer. With most bottlers this merchandising 
phase is all-important and all too often isn’t ex- 
ploited effectively or enough. 

A well-merchandised advertising campaign fre- 
quently can really pay off in actual sales increase 
without much of its effect being felt by the con- 
sumers. 

Let us realize that the average driver salesman 
meets with certain resistances each and every day 
and sometimes by noon he may feel pretty low on 
the product and maybe the job. This may go on for 
days as the salesman turnover on the routes in the 
last few years has attested. If the bottler plans 
ahead before the advertising program is kicked off 
he will hold meetings with the salesmen, telling 
them of the proposed campaign, at the same time 
urging them to talk the promotion to the dealer 
instead of using the routine approach. This is re- 
freshing news to the dealer—it is a change of pace 
to the route salesman because he is actually “selling 
the sizzle” instead of the steak. The dealer is more 
receptive so the salesman then can do the things he 
should normally do, such as build carton displays in 
the store, put more botiles in the cooler, increase 
the reserve stock and put up more point-of-sale 
advertising. All of these things done with the deal- 
er’s cooperation, as we all know, will sell more 
merchandise, but without the “sizzle,” known as 
advertising, to just talk about it makes the going 
tougher. 

There are numerous examples of good merchan- 
dising and there are unfortunately too many in- 
stances where nothing is done at all. A case in point 
of the latter involved a very fine well rated ‘and 
aggressive bottler who was approached by a time 
salesman for a radio station to put on a jingle 
contest over his station for a period of one month 


July, 1954 























1 out of 4 is a prospect for 


.-.and for you! With 36,000,000 over- 
weight and diabetics in the nation, your market for 
low-calorie beverages is already made. One out of 
every four people won’t (or can’t) drink regular 
sugar-sweetened beverages. They’re looking for soft 
drinks sweetened with non-caloric suCARYL! 


SucARYL has been pre-sold to them through wide- 


spread newspaper and magazine publicity. They 
know the name. And they know the advantages: the 
























































SUCARYL” 


(CYCLAMATE, ABBOTT) 


full clean sweetness without calories, the sugar flavor 
without tell-tale bitterness. Many of them are 
already using sUCARYL in their homes. 

Why hesitate any longer? Capitalize now on the 
increasing trend towards suCARYL-sweetened soft 
drinks. Right now, with the summer season coming 
up, is the obvious time to begin. Write today to 


Abbott 
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Chemical Sales Division, Abbott 






Laboratories, North Chicago, III. 
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Here is one way to get raspberry extract 
according to cartoonist Rube Goldberg. 
BUT ...many flavor manufacturers prefer 
te use Kohnstamm’s extra concentrated 


ATLAS True Fruit Raspberry Extracts, black, red or special blends. 
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Caae FIRST PRODUCERS OF CERTIFIED COLORS 
whe IikonnstTAnnm ¢ COMPANY Inc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 + 11-13 E ILLINOIS ST., CHICAGO 11 - 4735 DISTRICT BLVD., LOS ANGELES 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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with a definite number of spot announcements pro- 
moting the contest delivered each day. In order to 
enter the contest the consumer was to send three 
bottle crowns in with the jingle. The winner was 
offered a cash prize of some five hundred dollars. 


The bottler bought the deal and apparently he 
assumed that the radio advertising should carry the 
whole load because he did nothing to merchandise 
the program through his route men to the trade. 
He got only several hundred entries, paid the prize 
money and the cost of the advertising and probably 
felt the medium used was ineffective for his 
purpose. 


Such was not the case because the advertising 
message reached the consumer as the several hun- 
dred entries indicated. Had the bottler prepared 
inexpensive display cards to place on carton stacks 
in the stores announcing and tying in with the 
contest, had he provided contest entry blanks with 
convenient envelopes for the returned bottle crowns, 
the number of contestants would have multiplied 
considerably. But this isn’t the important point. 
Had he placed this program before his route men 
with a definite approach, shown them the contest 
promotion material to place, he would have had an 
enthused sales organization. He would have fur- 
nished them something different to talk about and 
a change of pace. He would have had more bottles 
in the coolers, vendors and many extra carton stocks 
on the dealer’s floor plus more reserve stock. The 
mere weight of the selling effort of the route sales- 
man would have paid for the advertising and made 
the whole plan a real success. 


With our economy shifting in all lines of industry 
from emphasis on production to a rugged buyer’s 
market which will tax the sales ingenuity of the 
most successful merchandisers, we can little afford 
to be careless in our own marketing efforts in the 
days ahead. 


Increase Production of Schweppes 
Quinine Water 


Production and distribution of Schweppes Qui- 
nine Water is currently being stepped up in antici- 
pation of a record-breaking summer season. It is 
expected that the demand for Quinine Water will 
exceed all previous records in the coming months. 


Schweppes is now being bottled in this country 
from imported ingredients by Pepsi-Cola bottlers 
under a franchise arrangement with Schweppes, 
resulting in reducing the price, increasing the dis- 
tribution and maintaining the quality of the product. 


In the past few months Schweppes has been in 
the process of expanding its distribution to nation- 
wide proportion. Pepsi-Cola bottlers are now bottling 
Schweppes Quinine Water and Club Soda in every 
major section of the country. 
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WARNER-JENKINSON MANUFACTURING CO. 
Manufacturers of Certified Food Colors, Vanillas, Extracts, Flavors 
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Are You Fully Covered? 


The protective umbrella of business insurance is an 
absolute "must" for bottling plants. This intricate phase of 
management is fully discussed ... 





Aside from considering “comprehensive” coverage, bottlers must also 
keep in mind the increased cost of building construction and replacement 
factors. | 


Part Il 


(Continued from June Issue) 


insurable Values 

Many firms base their insurance on 
values as carried in their books of 
account. Generally such values are so 
far from the true insurable value as 
to create a serious deficiency should 
a plant owner attempt to base his in- 
surance on them. 

Using the year 1913 as our base 
the following schedule will give you 
some idea of how construction costs 
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by MAX K. DOEHLER, JR.., 
Bruce Dodson & Co. 
Kansas City, Mo. 
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have varied during the past 40 years: 


Year Index Building 
1913 100% $10,000 
1923 215% $21,000 
1933 145% $14,500 
1943 250% $25,000 
1953 582% $58,200 


If a building constructed in 1945 
were to be replaced today the cost 
would be 100% more than it was then. 
The subject of proper determination 
of insurable values is important not 
only from the standpoint of carrying 
a sufficient sum of insurance to re- 
place your plant in the event it is de- 
stroyed but also to comply with the 
coinsurance clause which is so often 
a part of your fire and other types of 
property insurance. 


The Coinsurance Clause 

The coinsurance clause is sometimes 
misunderstood. Let’s see how it oper- 
ates. 

What does the coinsurance clause 
do? The coinsurance clause offers a 
substantial savings in cost. For ex- 
ample, in outstate Illinois a 25% re- 


duction in rate is given for fire in- 
surance on a brick building under 
proper fire protection if the 80% 
clause is used. Or you may have a 
broader form such as blanket form 
coverage which requires that you 
maintain a minimum of 80% insur- 
ance to value. In some sections of the 
country there is no option on the part 
of the buyer as all rates are based 
on the use of at least 80% coinsur- 
ance. 

What happens if you comply with 
the clause? Nothing. The loss suffered 
is paid in full not exceeding the sum 
of insurance carried. 

What happens if the loss equals or 
exceeds the agreed per cent of insur- 
able value? Should you suffer a loss 
that is more than the agreed per cent 
of insurance to value you would collect 
the full amount of your insurance. The 
coinsurance clause only operates when 
both the amount of insurance carried 
and amount of loss are below the 
agreed percentage. 

When does the clause apply? If you 
haven’t carried all the insurance you 
agreed to then you would become a 
coinsurer and pay a pro rata share of 
your own loss. The following example 
will show how the clause works if your 
policy had the 80% coinsurance clause 


in it: 
Value Insurance Loss Ins. Pays 
$10,000 $7,000 $5,000 $ 


80% value is $8,000—insurance be- 
ing $1,000 less than this sum the 
owner is a contributor in that amount 


and contributes in that proportion. 


Insurance ($7,000) pays “ths 


of loss ($5,000) $4,375 
Owner contributes ‘th 625 
Amount of loss $5,000 


In the example shown the insurance 
buyer agreed to carry 80% insurance 
to value at the time of the loss, but 
had actually only carried 70% or 
$7,000. $7,000 subtracted from $8,000 
leaves $1,000, showing that the insur- 
ance agreed upon is $1,000 short. The 
insurance buyer then acts as an in- 
surance company and pays a share of 
the loss for the amount he is short 
which in this instance is $1,000 or Ygth 
of the total insurance. Therefore, the 
buyer stands ‘th of the loss of $5,000 
which means the owner then contrib- 
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utes $625 and the insurance company 
Y¥gths or $4,375. Do you see why it is 
important that insurable values be de- 
termined properly and kept up-to- 
date? 

There are insurance companies serv- 
ing bottlers that give valuation service 
to help you know whether you have 
the right amount of insurance. 

Insurance is constantly changing 
just as you find changes or improve- 
ments in the machinery and equipment 
offered you for your plant. For ex- 







ample, it is now possible to include 
free of charge the cost of removing 
debris from your premises caused by 
an insured loss. The so-called liberali- 
zation clause can be added without 
charge which automatically modifies 
your policy to include all broadening 
of insurance coverage whenever such 
added protection is made by the com- 
pany without additional premium 
charge. Be sure that all forms covering 
the same property read alike to avoid 
delayed loss settlements. 


Brighter Bottles! 
Fewer Rejects! 





Cuts Scale Formation! 
Effective in Hard or Soft Water! 


The PREMIUM Bottle Washer 
at a Practical Price! 


PREMIUM PERFORMANCE. ACE ALKALI 
produces outstanding results where or- 
dinary bottle washing cleaners fail. It 
handles the toughest jobs such as “‘fac- 
tory returns” in either hard or soft 
water without building heavy coats of 
scale on machines. 


EXCLUSIVE COMBINATION OF INGREDIENTS 
found only in ACE ALKALI produces 
faster wetting . . . better penetration 
... more efficient rinsing—resulting in 
complete removal of films, specks, spots 
and streaks. 


ECONOMY. Reduced carryover combined 
with greater cleaning efficiency makes 
it possible to use less material. 


F } 
ACE ALKALI HAS THESE | 
OUTSTANDING PROPERTIES: 
* Dustless - 

* Free-flowing 

* Quick-dissolving 

* Always uniform 

* Highest purity end quality 
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KEEPS MACHINES CLEANER—LONGER! 
Because ACE ALKALI eliminates the 
main causes of scale formation, clean 
machines stay free of scale indefinitely 
under normal operating conditions. 


FREE LITERATURE—gives full information 
on the use of ACE ALKALI, including 
quantities, concentrations and prices. 


TECHNICAL SERVICE AVAILABLE — at no 
cost or obligation. Solvay Technical 
Service is ready to help you with your 
bottle washing problems. For further 
details phone or write your nearest 
Solvay office—today! 


SOLVAY PROCESS DIVISION 
— 7) ALLIED CHEMICAL & DYE CORPORATION 
ye 61 Broadway, New York 6, N. Y. 
"BRANCH SALES OFFICES: 
Boston + Charlotte +» Chicago + Cincinnati + Cleveland 


Detroit + Houston + New Orleans + New York 
Philadelphia + Pittsburgh + St. Louis «+ Syracuse 


Soda Ash « Snowflake® Crystals . Calcium Chioride 
Potassium Carbonate . Chiorine - Sodium Bicarbonate 
Ammonium Bicarbonate . Caustic Potash « Cleaning 
Compounds Sodium Nitrite Caustic Soda 
Ammonium Chioride . Para-dichiorobenzene 
Monochliorobenzene ~. Ortho-dichlorobenzene 


Opportunities To Reduce Fire Rates 

1. Case Painting — You can save 
from 2c to as much as 50c per $100.00 
if painting of cases can be eliminated. 
Where it isn’t possible to discontinue 
case painting the substitution of 
standard spray painting equipment 
where non-standard equipment is used 
could eliminate charges ranging from 
5c to 3c per $100.00 insurance. 

2. Metal Smokestacks—If clearance 
to combustible material is less than 18 
inches rate penalty varies from 7c to 
18c per $100.00 insurance. Non-stand- 
ard breaching clearance where it is less 
than 36 inches from combustible ma- 
terial inflicts a charge of from 7c 
to 10c. 

3. Boilers —If boilers are not in 
separate fire divisions, cut off from 
rest of plant, you can suffer a charge 
of from 2c to 40c per $100.00 insur- 
ance. 

4. Truck Storage —If garage sec- 
tion isn’t cut off as a separate fire 
division and you store more than three 
trucks it can inflict a penalty over 
your entire plant of from 6c to 45c 
per $100.00 insurance. 

5. Miscellaneous charges—Here are 
a few other charges that might be 
eliminated : 


Penalty in Rate 
Item Per $100 Insurance 


Unprotected floor opening 
(Stairs & Elevators).......... 
Frame additions to masonry 


Icto 4e 


plants. .......... 5c to 30c 
Hollow block additions to 
masonry plants . . Ze to 20¢ 


Garage sections with wood floors 2c to 32¢ 


Credit in Rate 


Installation of required metal 


waste can ............ oc 
Standard quota of fire 
extinguishers 2Zcto 8e 


In all the above examples the charge 
varies according to construction, size, 
and public fire protection. Give your 
insurance man instructions to secure 
and review the rate makeup of your 
plant. He should tell you of all remov- 
able charges and what they cost you 
so you can decide whether the cost 
to eliminate the charges are worth the 
savings you would make. 


Other Savings Available To You 
1. New Buildings—You are entitled 

to free service by the local fire insur- 

ance rating bureau. They will gladly 


review your building or alteration 
plans to make sure you enjoy the low- 
est possible rate by keeping the fire 
hazard to a minimum. 

2. Insure for Longer Than One 
Year—aA three year policy costs 1624% 
less than one year, and a five year pol- 
icy means a 20% savings. These pre- 
miums must be paid in advance. 

3. Installment Plans — Where you 
buy three and five year policies and 
pay in annual installments you can 
save on premiums after the first year 
as generally the remaining yearly in- 
stallments are 78% of the regular an- 
nual premium. 

4. Properly Designed Forms — A 
skilled insurance man who _ under- 
stands form design can develop a form 
for your particular plant that will give 
you the greatest possible savings in 
cost by properly allocating items insur- 
able with the building to that item; 
also make certain there will be no de- 
lays in loss adjustment through forms 
that don’t read identically where there 
is more than one company carrying 
your insurance; and make certain that 
you have the latest improvements in 
your fire insurance that is available 
and authorized by the Insurance De- 
partment of your State. 

5. Good Housekeeping—Preventing 
a fire means saving because no matter 
how much insurance you have, a bad 
fire doesn’t make money for anyone. 
Keep your plant clean both inside and 
out. I can’t stress too clearly the 





necessity of preventing fires where it 
is within the control of the plant owner 
to eliminate a hazard. For example, 
we paid a loss at Sherman, Texas, of 
$20,500 where sparks from a locomo- 
tive set fire to weeds surrounding the 
plant. A similar loss occurred at Mer- 
cedes, Texas, due to a discarded cigar- 
ette causing a fire amounting to $6,- 
000 damage. Be sure to keep weeds 
cut. Caution employees about care in 
burning trash. 


COMPULSORY TYPES OF 
INSURANCE 


yan the forty-eight states have laws 
that make it necessary for a covered 
employer to provide benefits to in- 
jured workmen in the event they suf- 
fer accidental injuries and in most 
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States also occupational disease aris- 
ing in the course of their occupation. 
Generally these laws give the employer 
an option to satisfy the requirement 
by either carrying insurance, posting 
a surety bond, cash, or qualifying as a 
self-insurer. Insurance is carried by 
most bottlers. In some States you may 
elect to come under the law. This you 
should do in order to limit your lia- 
bility to that specified in the law of 
your State. 

1. Occupational Disease—If you are 
in a State wherein. occupational dis- 
eases do not automatically come within 
the scope of the law then you can 
elect to bring such coverage within the 
liability section of your Workmen’s 
Compensation Policy. 

2. Longshoremen’s Liability — If 
your driver-salesmen deliver and pick 
up aboard ship, coverage under the 
Longshoremen’s and Harbor Workers’ 
Compensation Act can be added. 

3. Extra Medical—Most Workmen’s 
Compensation Laws limit the amount 
of medical payment that is available 
for an injured employee. Many em- 
ployers prefer to go beyond this statu- 
tory requirement and provide extra 
legal medical coverage up to as much 
as $10,000 per accident. 

4. Waiver Subrogation Right 
Should you sign a “hold harmless” 
agreement in connection with vending 
machines or other operations be sure 
to tell your insurance company. If you 
don’t you may be called upon to pay 
your own loss where your insurance 
carrier settles with your employee and 
then takes its subrogation rights 
against the wrongdoer only to find you 
have waived this right without the 
company’s consent. 


Cost Reduction Factors 

1. Bottlers’ Rate Classification—T he 
rate classification for bottlers includes 
vending machine installation and sign 
erection but in auditing Workmen’s 
Compensation Policies we find some 
companies have included separate rates 
for vending machine installation and 
sign erection. This is incorrect. They 
are included in the bottling classifica- 
tion rate. 

2. Independent Contractors—If you 
employ contractors or subcontractors 
most Workmen’s Compensation laws 
make you responsible for injuries suf- 
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fered by the employees of said con- 
tractors unless they carry their own 
insurance and you receive a certificate 
to that effect. 

3. Loss and Expense Constants—If 
you pay more than $500 a year for 
your Workmen’s Compensation Insur- 
ance the charge for the loss and ex- 
pense constant should be eliminated. 
Check your final premium billing to 
make sure that this charge isn’t in- 
cluded. 

4. Overtime and Maximum Pay—lIf 
you keep your payroll records properly 
there is no charge for the overtime 
portion of your payroll and there is a 
weekly limit of $100 for any one em- 





ployee. 

5. Premiums over $1,000—If your 
premium exceeds $1,000 a year you 
have several options that will enable 
you to reduce your final cost, such as 
the premium discount plan or retro- 
spective plans A, B, C, or D. The plan 
selected should be based on your past 
loss experience and your interest and 
efforts to control losses through safety 
measures installed by you and your 
insurance company. 

6. Experience Rating Plans Last 
but not least is the experience rating 
plan which applies to bottlers in most 
States who pay from $300 to $500 in 
premium per year. Experience rating 
offers an opportunity to either lower 
your insurance cost substantially if 
you do a good job in loss prevention, 
or will increase the cost if you are lax 
in employee selection, training and 
plant safety practices. 

7. Loss Prevention—This brings us 
to the subject of loss prevention. Each 
year we see thousands of dollars go 
down the “‘drain pipe” due to accidents 
that could have been prevented if 
proper safety and employment meas- 
ures were taken. 

For example, in Texas a new em- 
ployee was cleaning the floors. He used 
a mixture of gasoline and water. The 
gas fumes were ignited by a hot water 
heater. The resulting fire and explosion 
caused the death of the employee. It 
cost $7,087. 

An employee in Springfield, Illinois 
walked into an open unguarded ele- 
vator shaft. He suffered bad back in- 
juries. The final cost of this claim is 
not yet determined as the employee 
has not returned to work. 


NOW in O 


A REAL 


FRANCH 


Bottlers everywhere 
are reporting that 
JUNE KOLA is going 


over the top. 


Yes, KOLA in quarts, 
but it must be a good 
kola and JUNE KOLA 
is the finest money 
can buy. 


Write today about 
JUNE KOLA in quarts, 
12 oz. and 7 oz. 
bottles. This is a real 
Franchise Drink. 


Send one dollar and 
receive one gallon of 


JUNE KOLA for trial. 




















ACME BEVERAGE CO., WILKES BARRE.?PA. 


JUNE KOLA COMPANY 
779 Hazle Street, Wilkes-Barre, Pa. 

















Some bottlers have missed an op- 
portunity to save on this item because 
they were unable to keep good driver- 
salesmen as wages weren’t competitive 
with what other industries in the area 
paid. Also there has been a consider- 
able lack of interest in safety engi- 
neering work. 


Just to cite you an instance that ~ 


- doesn’t involve private insurance, in a 
western State which is a monopolistic 
State as to Workmen’s Compensation 
Insurance, bottlers’ rates were recent- 


ly doubled, which was due to increased 
losses. 

Even if your plant is too small to 
qualify for experience rating, safety 
measures should be taken because bot- 
lers’ basic rates are determined by the 
loss experience of the bottling indus- 
try in a given state. The National 
Safety Council tells us the highest 
accident record occurs in plants em- 
ploying less than twenty-five. Proper 
employee selection and training is im- 
portant if you wish to eliminate the 


Today - you've got to 
hit the customer 
right in the eye! 





Make your product a stand-out among competing 
look-alike brands by adding the eye appeal of... 


Peacock Brand 








CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 


Chicago 12, Illinois 


Oakland 21, California 
In Canada: Stange-Pemberton Ltd., New Toronto, Ont. 





accident-prone employee before he gets 
on your payroll, and wish to reduce 
costly turnover. It’s said that 88% of 
all accidents are due to human failure. 
You can appreciate how important 
good personnel selection is to you. 

8. Premium Pay Plans — If your 
yearly premium is large enough it is 
possible to pay the premium in month- 
ly, quarterly or semi-annual install- 
ments at no added cost. 


‘ Automobile Insurance 


1. Financial Responsibility Laws— 
All the forty-eight States have finan- 
cial responsibility laws requiring those 
who drive or for whom automobiles 
are operated to pay for damages 
caused by such operation. Therefore, 
Automobile Liability Insurance is 
semi-compulsory, although a business- 
man can use other means of complying 
with such laws. 

2. Typical Loss Examples—In Kan- 
sas City some time ago an 11 year old 
girl was awarded a judgment of $145,- 
000. Her injuries happened in an auto- 
mobile accident involving a truck and 
passenger car. There was such a ques- 
tion of liability that the judge re- 
fused to allow the mother, who was 
the driver of the car involved, any 
money because of her alleged contribu- 
tory negligence in causing the acci- 
dent. 

A bottler in Kentucky had a 21 year 
old driver operating a truck. Due to 
high speed he lost control of the vehi- 
cle on the approach to a bridge. The 
resulting accident cost the life of one 
person and hurt three others. The total 
cost of settlement was $14,000. 

In Kansas there was a head-on col- 
lision when the 23 year old driver of a 
bottling truck reached over to pick up 
a money bag that had fallen to the 
floor, lost control and crashed head-on 
into a car coming from the other di- 
rection. Two people were injured very 
seriously. The cost was $18,000. 

An Arkansas driver was permitted 
to take his truck home each night. One 
Saturday on the way home he had a 
collision on the wrong side of the high- 
way. The result was one killed, five 
injured. The cost to get out of this 
mess was $28,000. 

In Southern Texas the 21 year old 
driver of a bottler’s truck made a left 


turn across a major U. S. Highway to 


serve a stop on the opposite side of the 
road. Two men on a motorcycle were 
attempting to pass the vehicle at the 
time the driver turned and were seri- 
ously injured. The claimants said they 
could see no signal because the truck 
body was too wide. $60,000 suit is 
pending. 

3. Complete Liability Protection 
Needed — In view of the above, we 
don’t believe there is any question but 


. that Automobile Liability Insurance 


meets our test of the large loss theory 
in determining necessary forms of in- 
surance to carry. 

Automobile Liability Insurance 
should apply not only to the vehicles 
you own but any that you may hire as 
well as any non-owned vehicles that 
your employees might use in further- 
ing your business interests. The ad- 
vantages of carrying the Comprehen- 
sive Automobile Liability form of in- 
surance are many in that it gives you 
automatic insurance against almost 
any liability exposure you might have 
due to the operation of such vehicles 
in your business. 

4. Loss to Your Own Equipment— 
In addition to liability for personal 
injuries and damage to the other fel- 
low’s property you will of course want 
to protect your own property against 
loss and destruction. Most bottlers in- 
sure against all risks of loss or dam- 
age. Collision or Upset is usually 
insured on a $50 or $100 deductible 
plan for trucks and $50 deductible on 
passenger cars. 

5. How to Reduce the Cost—There 
are many things you can do to reduce 
the cost of your Automobile Insur- 
ance. A few of them are listed below: 

(a) Fleet and Experience Rating 

If you have more than five vehicles 
you can generally obtain a fleet credit. 
If your loss experience is below aver- 
age, additional credits can be enjoyed. 
Safety can pay off in many ways be- 
sides reducing your Automobile Insur- 
ance cost. No one has ever made any 
money out of an automobile accident. 
Many authorities estimate that for 
every dollar of insurance money col- 
lected there are hidden costs of as 
much as $4 that tne plant owner has 
to pay out of his own pocket. 

(b) Deductible Property Damage 


Local delivery usually involves minor 
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property damage claims. Some bottlers 
prefer to handle such losses themselves 


e 
e and buy Automobile Property Damage 
p Insurance on a $50 Deductible basis. 
: This results in a 30% credit in rate. 
y (c) Advertising Trucks Special Rate 
c Basically bottlers’ trucks are rated 
; as Class 4 for Liability Insurance. A 
vehicle used as an advertising truck 
and not used for delivery purposes, 
: with a load capacity of 1500 pounds 
or under is rated Class 6, resulting in 
a savings in cost. 


(d) Easy Pay Plan 


In most States there are convenient 
premium payment plans available 
without a finance charge such as the 
following: 

Monthly Premium Payment Plan—re- 
quires a deposit of 19% of the annual 
premium or at least $200, with the 





balance paid in monthly installments. 
Quarterly Premium Payment Plan 
requires down payment of 35% or a 
minimum of $200 and the balance pay- 
able quarterly. 


Semi-Annual Premium Payment Plan 





requires down payment of 60% ora 
minimum of $200 and the balance pay- 


able at the end of the first six months 


of coverage. 


Automobile Insurance is probably 
more universally carried than any 
other protection, but there are oppor- 
tunities to reduce the cost or improve 
your protection and it pays to review 
vour Automobile Insurance inthe light 
of these facts each time the protection 


is renewed. 


General Liability Insurance 

Last year nearly 32 billion bottles 
of carbonated beverages were pro- 
duced. Each bottle could have caused 
a potential claim due to bursting of the 
bottle or finding a foreign substance 
in it. This is a tremendous exposure 
when you consider we have only fifty- 
five million motor vehicles on our high- 
ways. And you can understand why bot- 
tlers have always considered Products 
or Vendors Insurance as necessary to 
them as the machinery and equipment 
needed to operate their plants. I am 
sure no one reading this article needs 
any proof that these claims occur daily 
despite utmost care on the part of the 
bottler. Admittedly some are fraudu- 
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Never before in history has there been a truck engine like 
this! The new Dodge truck Power-Dome V-8 gets full power 
from regular gas, offers more miles to the gallon, operates at 
higher efficiency than any other mass-produced V-8! See 
your dependable Dodge truck dealer today! 


Features of the future... found only in Dodge today! 


Exclusive ¥-8 Power- Thrifty-powered Dodge 
Dome Combustion! truck 6's, too! 
Unique dome-shaped Famous -for-economy 
heart of the Dodge 6's also are found 
truck V-8 develops throughout the Dodge 
more energy, expands truck line. Twin 
gases more fully, carburetion and in- 
wrings more power creased horsepower 
from every drop on many Dodge truck 
of fuel! Means top © Sixes! Known every- 
power now and for where for depend- 


years to come! ability. 
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lent. Yet some of them are real and 
cause serious injuries, especially the 
bursting bottle type. 


Plant Liability Insurance 

Products Insurance, however, is just 
one of the forms of General Liability 
Insurance needed to safeguard your 
interests due to exposure of claims 


made by the public, arising out of the 


operation of your business other than 
those caused by motor vehicles. Most 
of you have members of the public in 
or around your premises. You have 
advertising signs, coolers, and vending 
machines out in your trade area. 

All these things can injure someone 
or their property. For example, a 
Pennsylvania bottler was sued for 
$25,000 when a woman suffered a fall 
caused when a driver-salesman opened 
a sidewalk elevator door without check- 





ing to see if anyone was walking across 
the door at the time he opened it. 


Elevator Liability 

Many bottling plants have elevators. 
These should be specifically included 
in Liability Insurance for they are 
always a potential hazard. For in- 
stance, a bottler in Fort Smith, Ar- 
kansas, was giving away reflector de- 
vices to be used on bicycles. One noon 
two children strayed into the plant, 
looked into the elevator shaft at the 
time the elevator was descending. One 
of them suffered a broken neck. With- 
out Elevator Liability this could have 
cost the bottler his profit on several 


thousand cases of beverages. 


Contractual Liability 

It isn’t unusual to find railroad sid- 
ings serving some of the larger bot- 
tlers. Almost without exception when 
the railroad puts in a spur track it 
requires the bottler to sign a “Hold 
Harmless” Agreement wherein the 
bottler agrees to relieve the railroad 
of any liability for injuries occurring 
on such a spur track. A twelve page 
contract came to our attention the 
other day where a Pennsylvania bot- 
tler was asked to assume any liability 
that an eastern railroad might have 
due to the existence of vending ma- 
chines on the railroad premises. This 
contract was not as severe as we have 
seen; yet many changes were neces- 
sary in the bottler’s Workmen’s Com- 


pensation and General Liability Poli- 
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cies in order to give the bottler proper 
protection for assumed liability thus 
created. Ordinary liability insurance 
contracts cover only the liability im- 
posed by law and specifically exclude 
liability of others assumed under con- 
tract. Therefore, if you have assumed 
any such liability it must specifically 
be set out in your insurance contract 
or there is no protection. In the case 
just mentioned it was necessary to 
eliminate the subrogation clause in 
this bottler’s Workmen’s Compensa- 
tion Policy, amend his General Lia- 
bility Policy to cover liability he had 
assumed under his contract, and fur- 
nish the railroad specimen copies of 
both policies. 


Comprehensive General Liability 

Several specific types of Liability 
Insurance have been named such as 
Plant Liability, Elevator Liability, 
Contractual Liability and Products. 
The modern way to buy this protection 
is to put all your Liability Insurance 
under a single contract known as the 
Comprehensive General Liability Pol- 
icy. 


Adequate Limits Needed 

Adjust the limits of liability to those 
that are reasonable and in line with 
judgments being given in the territory 
in which you operate. To determine 
what limits you should carry I suggest 
they reflect the financial position of 
your firm. The minimum limits of lia- 
bility for any bottling plant should 


business itself and should not be ex- 
posed to a loss, especially when they 
can be protected without premium 
charge. 


Sampling Campaigns 
And Products Insurance 

Now that competition is returning 
to all business bottlers may again use 
sampling campaigns to introduce their 
beverages to the trade. Some Products 
Liabilities Policies in the past have 
excluded any beverages not sold for a 
consideration. Should you have such 
an exclusion in your Products Policy 
and put on a sampling campaign you 
would have no protection for your 
product if it is not being sold for a 
consideration it’s being given 
away. Such a loss would therefore be 
excluded. This exclusion can usually be 
eliminated without premium charge. 
As a word of caution, it would be well 
to have Liability 
checked by someone familiar with the 
bottling business as there is less stand- 
ardization of the General Liability Pol- 
icies than any other form of insurance 


your Insurance 


you buy. 


Overtime Pay 

If you have been paying overtime, 
such overtime payroll is not subject to 
premium charge. Also the maximum 
weekly wage for any one employee 
shall not exceed $100 per week. Check 
your premium adjustment 
Make sure you are not paying pre- 


reports. 


miums on payroll in excess of $100 per 


yours providing your plant premium is 
large enough to qualify. Furthermore, 
there are certain schedule rating plans 
that give credit for excellent mainte- 
nance, safety engineering programs 
and similar items within your control 
that reflect a better than average risk 
as far as Liability Insurance is con- 
cerned. 


Miscellaneous 

Last, but not least, if you have ele- 
vators in your premises and the total 
rise is less than 25 feet, such an ele- 
rator is rated a “one story” elevator 







4] - 

Mee DON'T Get DEAD 
agliner Hand Trucks are 
world’s lightest structu 
Strength of stee| at'y, 


Stops ; 


Magliner 


instead of ordinary freight elevator. 
This will save a few dollars Elevator 
Insurance cost. 


Miscellaneous Forms Of Insurance 

The major types of insurance car- 
ried by most bottlers have been dis- 
cussed. You may find the following 
forms are needed for your plant and 
are a wise investment for you. 

1. Burglary and Robbery—All you 
have to do is pick up the daily news- 
paper to learn how much money is lost 
due to burglarizing safes, breaking 
into premises or robbing a messenger 
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HERE’S WHAT YOU DO GET! 


A lighter, stronger truck .. . one that's easier to 
lift and handle! A truck with more “built-in” 
mileage than any other of its kind! If a Mag- 
liner part wears out, you replace it with an 
inexpensive standard part from factory stock 


week for any one employee for over- 

















not be below $10,000 per person, $20,- 
000 per accident, and at least $5,000 
property damage. The other day a bot- 
tler’s employee was burning trash be- 


time payroll. 


Chauffeurs’ Payroll Excluded 


The payroll of chauffeurs is not sub- 





hind the plant. Fire spread to a neigh- 
boring building causing a loss of 
$3,000. Most bottlers carry $1,000 
property damage. Claims such as this 
show how the standard limit of $1,000 
is insufficient because serious losses 
do happen to the property of others. 


Free Added Interests Protection 
If your policies do not cover free of 
charge the liability of executives, di- 
rectors and stockholders then you 
should request your insurance com- 
pany to give you this free protection. 
In many small businesses sometimes 
the executives, directors and _ stock- 
holders have more money than the 
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ject to premium charge under Manu- 
facturers and Contractors Public Lia- 
bility. The reason for excluding it is 
because their main exposure to loss is 
due to the operation of your vehicles 
and therefore covered by Automobile 
Liability Insurance. Again I suggest 
you check your final premium to make 
sure you are not being charged on the 
chauffeurs’ payroll under your Plant 
Liability Insurance. 


Schedule And Experience 
Rating Plans 

You can secure an experience credit 
if your losses have been less than 
those expected for a business such as 



















. . for even more years of service! There's no 


truck scrapping when you own Magliners. 


Remember too, Magliner is the original mag- 
nesium hand truck—America’s only mag- 
nesium hand truck ... with more than 7 
years of proved, dependable service! From 
the smallest corner grocery to the largest 
corporations—any of thousands of enthu- 
siastic Magliner owners will tell you why 
they prefer America’s fastest selling hand 
truck! Guaranteed for one full year—on 
both material and workmanship! Your 
money back if it isn't the finest truck 
you've ever owned! 
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WHEN PUMPS 
WEAR OUT...WHO 
IS AT FAULT! 





Instead of a dozen or more small rotary the first sign of wear, replace them — 
seal parts to handle, you have only their cost is negligible. Both O-Rings 
TWO O-Ring Sanitary Seals in the and Sleeves should be lubricated when 
Waukesha Pump. They fit snugly into reassembled in pump. See latest In- 
special grooves in the pump body; eas- struction Hand-Book. 


ily flipped out with the tool provided, 
and just as easily snapped back by fin- 
ger pressure. Removable Stainless Steel 
Seal Sleeves prevent wear on shafts, 
and these simply slip out for cleaning. 
Be sure O-Rings are thoroughly clean, 
and Seal Sleeves kept free of nicks and 
dents. Inspect them carefully, and at 
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Waukesha P. D.* Sanitary 
Pumps Built for EASY 
in-Plant Servicing 





Because careful servicing means so much to 
pump performance and long-life use, Wau- 
-kesha pumps are designed to save time and 

effort in every detail of their assembly and | 
cleaning operations. That’s why Waukesha } 
Owners can prove such low maintenance 
costs in safely moving all types of products, 
liquid, semi-liquid, creamy or chunky. Prove 
it yourself — write for latest Instruction 
Hand-Book or complete catalog. | 


*P.D. — Positive Displacement — Slow Speed 


100% 
Yertshoohd sanitary 


PUMPS 





WAUKESHA FOUNDRY COMPANY nae alee Dependable Product of a Responsible Manufacturer 





WATER-TREATING EQUIPMENT 


This recent aerial photo shows the modern and 
expanded plant which houses the design and manu- 
facture of high-performance water-treating equip- 
ment made under the “AquaMatic” trade mark. 
The name of the company has now been changed 
so it is the same as that of the products... 


AQUA MATIC, INC., 2412 Grant Ave., Rockford, ca 








































Use the 


\ 
y 2) United Beverage Bureau 


Only the Bureau gives you these fine credit services: 


e UNITED BEVERAGE BUREAU BOOK-—a complete 
and accurate listing of all the nation’s bottlers and 
brewers. 


@e COMPREHENSIVE REPORTS—complete mercantile 
report including past and current paying record. 


@e TRADE CLEARANCE REPORTS — current ledger 
experiences only—furnished at nominal cost. 


e WEEKLY POOL OF ADVERSE CREDIT EXPERI- 
ENCES — published every Wednesday — reports 


N.S 





MEMBERSHIP 
EMBLEM 


F. checks, past due accounts, etc. etc. 


FURNISHING A NATIONAL CREDIT AND COLLEC- 
TION SERVICE FOR THE BEVERAGE INDUSTRY 





UNITEO BUILDING . « « « LOUISVILLE 2, KENTUCKY 





on his way to the bank with the daily 
receipts. Oftentimes driver-salesmen 
are held up on the route and relieved 
of the money they have collected. 
Crime Insurance is not expensive. It 
could easily meet the test of carrying 
insurance against losses large enough 
to seriously affect your financial posi- 
tion should the loss occur without in- 
surance. Usually the cost of a burglar- 
proof safe can be paid out of the sav- 
ings in insurance cost compared to 
using a fireproof safe over a period 
of from three to-five years. After that 
there would be a substantial yearly 
savings on your Safe Burglary In- 
surance. 

2. Dishonesty Insurance — In addi- 
tion to crime from the outside we are 
faced with the employee who through 
his dishonesty robs his employer 
ragged. Thus Fidelity Insurance is a 
must where your employees have an 
opportunity to take substantial sums 
of money out of the cash drawer over 
long periods of time. 

3. Check Forgery Insurance—For- 
gery rings are particularly active. 
Some have been known to drain out 
the entire bank balance of responsible 
business firms. Have your insurance 
man study the exposures you have to 
losses from crime. A proper program 
can be developed under the new com- 
prehensive forms of insurance that 
have been created during recent years 
to cover crime hazards. All forms of 
Crime Insurance can be purchased on 
a three-year basis. This will cut the 
cost by 16°4%. 


Boiler And Machinery Insurance 


Many bottling plants use steam boil- 
ers, so have need for Boiler Insurance. 
They do use electric motors and other 
items of machinery. Machinery Break- 
down Insurance should be considered, 
as well as boiler insurance in those 
plants that do pasteurizing or where 
they heat the premises by steam. It is 
not possible to cover all the various 
ramifications of this type of coverage, 
so ask your insurance man to study 
this problem and inake his recommen- 
dations. Remember that hot water 
heaters are covered by your Fire In- 
surance company if the Extended Cov- 
erage Endorsement is a part of your 
building and contents policy. Such pro- 
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tection should take care of most of the 
bottling plants because all that is nor- 
mally used is a hot water heater to 
heat water for your soaker and bottle 
washing machinery. 


Plate Glass Insurance 

Many bottlers occupy leased build- 
ings. It has been the practice of land- 
lords to require a lessee to carry Plate 
Glass Insurance or pay for Plate Glass 
breakage. This is a type of insurance 
that might be classed in the luxury 
field of insurance. It is a matter of 
whether you think the glass replace- 
ment service offered by an insurance 
company is worth the premium. I am 
sure no bottler would be put out of 
business if he suffered the breakage of 
all his plate glass without insurance 
protection. 


Employee Benefits Insurance 

I understand the rate of turnover in 
the bottling industry has been ex- 
tremely high since World War II 
ended. Some bottlers are finding it 
necessary to develop various employee 
benefits types of insurance in order 
to compete in the labor market. These 
so-called fringe benefits include group 
life, accident and dismemberment, dis- 
ability, hospital, medical, surgical care 
and polio. The firms with whom you 
compete for labor offer such programs 
as one of their employee benefits to 
attract and hold better employees. 
There are a few bottlers who are set- 
ting up retirement plans for those 
who grow too old to carry on their 
former duties so they won’t have to 
become public charity cases. Such pro- 
grams may supplement Social Security 
Benefits. You are familiar with the 
two government types of insurance, 
Unemployment Insurance and Social 
Security. You contribute to the cost 
of both these items. Do your em- 


ployees know this? 


Business Life 

If you operate as a partnership you 
may wish to set up a business life 
program tied into a life insurance 
trust. The purpose of such an arrange- 
ment is to provide funds with which 
to buy the deceased partner’s interest 
from his estate under a prearranged 


agreement. 


(Concluded Next Month) 
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THE 
ORCHID 


When a suitor seeks the gallant gesture to his fair lady, he sends 
an orchid. So widely recognized is the eminence of the orchid that 
“Orchids to You” has become a by-word to express admiration. 


Orchids are not parasites. They are so-called air plants which 
use trees only as a place on which to grow. Of over 15,000 reported 
varieties, 7,000 have been catalogued by botanists. Found mostly 
in South American jungles, new varieties are still the goal of daring 
adventurers. $10,000.00 is the reported top price for a new speci- 
men, once paid by a British fancier. 


Cattelaya is the huge, richly colored bloom best known. But 
florists find ready market for other sizes and colors and Hawaii 
now offers, by air mail, a small variety at $8.00 per hundred. 


ee 
Precision manufacture is one point in which Hutchinson Crowns 
excel. Equally important is the dependable service that brings e 99 
them to you. On both points Hutchinson Crowns are “Tops for Gé 


Good Drinks”. 


HUTCHINSON CROWNS 


W.H. HUTCHINSON & SON, INC., 1031 No. Cicero Ave., Chicago 51, Ill. 










| They Come Back 


GAIN-and-AGAIN-and-AGAIN-and-AGAIN 


for TE D GINGER ALE 


The popularity of Vernor's “Deliciously Different’ Ginger Ale 
‘ has an amazing stability. Vernor's drinkers come back again 
and again... all their lives. 


The acceptability of Vernor’s for the past 87 years has had a 
rock-like firmness . . . proof that Vernor's sales have never been 
affected by whims or fads. Year after year of steady increase 
makes the bottling of Vernor's Ginger Ale a growing and stable 
business. 


Franchise Division 


JAMES VERNOR COMPANY 
Detroit 26, Michigan 


Our New Home! 
Will be the most beauti- 
fully modern manufac- 
turing and bottling plant 

in North America. 
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PROFITS 
Can Be Predicted 


Editor’s note: Because so much of Mr. 
Baker’s text concerns the important matter 
of business survival in the bottling indus- 
try, we have taken the liberty of reproduc- 
ing his recent speech, originally delivered 
at one of the Westrn conventions. As he so 
aptly puts it: “There is no substitute for 
management experience or abiiity but ade- 
quate accounting and analysis records can 
go along way to help the soft drink bottler 
stay on the profitable side of the ledger.” 


by T. F. BAKER, 
Assistant Secretary, A.B.C.B. 


ye the outset of this discussion I want to make 
it absolutely clear that the subject is not one of my 
own choosing but is in line with the wishes of your 
capable Program Committee. If I had my druthers, 
I would much prefer to talk about some other sub- 
ject—say for example “Women, Taxes and Hogs”, 
as I am sure a discussion along those lines would 
be much more entertaining. 

However, for the next few minutes I am not so 
greatly interested in entertaining you as I am in 
arousing your curiosity in a subject which is of 
the utmost importance to all of us. As a matter of 
fact this subject is of such importance that the 
measure of attention that you give it, as well as the 
diligence with which it is applied in all of your 
plants, is going to determine to a great extent 
whether you remain in business and are around to 
enjoy gatherings such as this in the years to come. 

Well you are now probably saying to yourself, 
Baker, if this subject is so important why are you 
reluctant to discuss it. Gentlemen, I am not reluctant 
to discuss the subject of the need for adequate ac- 
counting and analysis records in this industry and 
your plant but, it does become a little disheartening 
to appear on program after program, industry con- 
ference after conference, plant visit after plant 
visit, only to later find that your message and these 
vital tools of management are considered as neces- 
sary evils, and if at all, given only passive atten- 
tion. Ladies and Gentlemen, if you remember noth- 
ing more of what I have to say than this, bear in 
mind that every thin dime invested in adequate 
records of performance, will repav you ten times, 
of not more. 
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During the last four months, Dun and Bradstreet, 
The U. S. Department of Commerce, as well as the 
Small Business Administration, have all undertaken 
independent studies to determine the basic reasons 
for business failures throughout the U. S. It amazed 
me to find that each of these independent studies 
cited as the chief cause of failure the LACK OF 
MANAGEMENT EXPERIENCE AND ABILITY. 
Also, each reported as a major contributing cause 
to failure, the absence of adequate records in the 
unfortunate businesses which were surveyed. As 
a matter of fact, the U. S. Department of Com- 
merce, was more specific in one instance that the 
others, in that they reported of 30 business failures 
studied in the City of Louisville, 28 were found to 
have inadequate records, if any at all. 


While none of those studies indicated the types 
of businesses covered, I am sure they could have 
easily included many soft drink plant failures. Ac- 
tually, according to our own studies, we have seen 
the number of plants or operating units in the in- 
dustry since 1949 decrease from a high of 6901 to 
a new low, as of February of this year, of 5626 
plants. This reduction of 1281 plants in a five year 
period in my opinion results from one of three 
conditions. First, consolidation of plants; second, 
conversion from a manufacturing plant to a ware- 
house type of operation made possible because of 
technological development of industrial handling 
equipment; and third and by far the most signifi- 
cant, absolute plant failure. When this reduction in 
plants began, it was significant to note that most 
of the failures were in those very new operations 
which had come into the industry just after the 
war, when sugar rationing was less stringent on 
veterans. However, for the most part those type 
of plants are gone and many of the failures taking 
place today are old line firms which have been 
operating for twenty or thirty years. There are 
many reasons for bottling plant failures such as 
lack of adequate working capital, to modernize the 
plant, equipment and delivery fleets. Intense com- 
petition also has been. a significant factor in any 
decision as to whether a firm should continue to do 
business. However, with due respect to all the other 
causes of soft drink plant failure, the one in my 
opinion which contributes most to a downfall is the 
lack of adequate records, or to put it another way, 
the general complacency or apathy which exist 
among bottlers concerning the need for records. 


I do not know what it is that makes a big strap- 
ping bottler cringe and become confused in his 
statements when the subject of bookkeeping or ac- 
counting is mentioned. But I assure you for the 
most part in our industry that is the rule rather 
than the exception. Therefore, my friends I can- 


not impress upon too firmly this fact—THAT IT 





(Continued on Page 53) 
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MiGrape 


* Soda * 


Power Packed Sales Programs 


Announcing the 1954 






A gigantic, 3-Phase 
Promotion for NuGrape and 
SunCrest—June, Jul y, August, September 











PHASE 1-For Bottlers 2 GRAND PRIZES 


One for NuGrape, one for SunCrest Bottlers! 
Plus 12 prize trips. 


PHASE 2-For Route Salesmen 
14 FREE TRIPS TO WORLD SERIES! 


Plus hundreds of valuable prize incentives! 


x ee reo) me Ole) al-i ei gal -)e-) 


6 GREAT CONSUMER CONTESTS! 
480 big prizes for NuGrape—480 big prizes for SunCrest 


= | ay) 












GRAND PRIZE 


Two beautiful Sport Cars... one 
for the winning NuGrape Bottler, 
one for the winning SunCrest Bottler! 


et adil These great 
q promotions are typical of 
the wholehearted backing continually 
offered NuGrape and SunCrest Bottlers! 










ROOM 712, DIXIE TERMINAL BUILDING, CINCINNATI 
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identical twins by the million 


For economy’s sake, we make Bond crowns at 
a 10,000 per minute clip. Precision machines, 
plus triple inspections, make each crown iden- 
tical with every other in size, appearance and 
behavior in your sealing line. However, the 
Tailor-Made Package Service that goes with 
Bond crowns is as individual as your needs. 
Why not let our lithographers, engineers, 
scientists and technicians work with you— 


your way — anytime and anywhere you say. 


CONTINENTAL E€ CAN COMPANY 


LOD 


CROWN «xp CORK DIVISION 
WILMINGTON, DELAWARE 
Sales Offices: 100 EAST 42nd STREET, NEW YORK 17, NEW YORK © 16th AND LOCUST STREETS, WILMINGTON 99, DELAWARE 








12, OHIO ¢ 110 EAST WISCONSIN AVENUE, MILWAUKEE 2, WISCONSIN 
3505 SOUTH CARROLLTON AVENUE, NEW ORLEANS 18, LOUISIANA © RUSS BUILDING, SAN FRANCISCO 4, CALIFORNIA 





_ Western Independent 


Crosses Quarter-Century Mark 


va %: 
9 "6% 


Frank Duffy, president and Robert F. Hanagan, treasurer 
and manager, split a bottle of Duffy’s beverages to cele- 
brate the company’s twenty-fifth anniversary. 





os BROTHERS, INC., makers of Duffy’s Deli- 
cious Drinks, is one of the largest soft-drink bot- 
tlers with its own established brand between the 
Mississippi River and the Pacific coast. This fact 
was noted by Frank Duffy, president of the Denver 
firm, which observed its 25th anniversary in March. 

The now thriving bottling business was started 
in March 1929 by Duffy, who had previously spent 
nine years as an executive with nationally dis- 
tributed beverage companies. With this background, 
Duffy turned his attention to the manufacture of 
his own brand in an assortment of flavors. He had 
lots of experience and little else, he recalls. “I was 
determined that the product I bottled must be first 
quality from the start,” Duffy said, “because by 
putting my name on it, my perscnal reputation was 
immediately at stake. I’ve kept that in mind ever 
since,” he said. 

Duffys’ bottling business, which now occupies a 
modern building nearly a quarter-block in area, had 
a much more modest beginning, according to Robert 
F. Hanagan, the company’s treasurer and manager 
who has been with Duffy since he started. “Bottling 
equipment was much less streamlined and efficient 
in those days,’”” Hanagan said, “but of course our 
demand was smaller then, too. There have been lots 
of changes in 25 years ... most of them for the 
better. The areas in which we distribute have grown 
fast, and so has our market. We had to keep up 
with it, and soon found that we were unique in the 
West as one of few really large bottlers with a 
brand of his own.” There are many large bottlers, 
Hanagan explained, that bottle national brands 
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under a local franchise, but few “own” brands that 
have grown to any great size. 


Mr. Duffy is insistent in his belief that taste qual- 
ity has always been his best salesman. He says cus- 
tomer satisfaction has done more than any other 
single thing to build his soft drink business. “With 
so many of our customers’ children,” Mr. Duffy ob- 
served, “it’s got to be right with them or we don’t 
vlick.” He has done other things to promote the 
popularity of his product. About 1950, “Lucky” 
Leprechaun became the product’s trademark. Such 
slogans as “Thirst Come, Thirst Served” and “Made 
by Westerners for Westerners” have helped famil- 
iarize people with Duffy’s variety of drinks. 

Today, Duffy’s plant is one of the most modern 
in the country, with the finest equipment and rigid 
standards of sanitation. Hundreds of visitors tour 
Duffy’s bottling plant at 3110 Larimer Street every 
month, a practice which is encouraged by the firm’s 
management. 


During the summer, which is the peak season in 
the soft drink business, Duffy Brothers, Inc., em- 
ploys more than 50 workers in the plant, office and 
on delivery routes. 


Exhibitors Sign Up For 
Soft Drink Exhibition... . 


The following exhibitors have engaged display 
space at the International Soft Drink Industry Ex- 
position to be held at the Convention Hall, Phila- 
delphia, November 15-18, 1954: 


Booth 
Exhibitors Numbers 
ee SRD TINE gn ik.n cpt islln se d6ebaneet 73 
American Coating Mills Division, 

Robert Gair Company, Inc. ................ 740 
American Manufacturing Company ...........346 
Anchor Hocking Glass Corporation ........... 818 
Armstrong Cork Company ..........e.-eeeee0: 841 
Artkraft Manufacturing Company ............ 416 
pi ee PTT ERT CRETE 965 
pe i, | ere 1047, 1049 
Atlas Tool & Manufacturing Co. ..............341 
B-1 Beverage Company ................ 1051, 1053 
Barrett-Cravens Company ..........eeeceee. 1257 
Barry-Wehmiller Machinery Company ........ 911 
SE Te Tee ene cee ce 949 
The E. Berghausen Chemical Co.............. 1011 
Bireley’s Division, General Foods 

PAP ere eee ree Pee eee re eT 814 
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GREATEST BEVERAGE OPPORTUNITY 
SINCE DEBUT OF THE..... 


12 OZ. BOTTLE! 


Sensational! Unprecedented! . . . that describes the 
debut of mew King-Size GET UP! What is GET 
UP? It’s the most modern ‘up’ drink in the soft 
beverage field, with a new package, new low 
calories, new two-glass size! It’s a tremendous hit! 


Now Being Market-Tested 


Dealers moved millions of bottles of new 
GET UP during its recent market testing! 
The King-Size 12-ounce bottle is supple- 
mented by a family-sized quart and 6-ounce 
over-counter bottle! Thus GET UP covers 
all markets — the home market, over-the- 
counter, bar and cafe! Product, package, 
quantity and quality add up to a history- 
making achievement among lemon - lime 
beverages! 
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PRODUCT OF 


THE GET UP CORPORATION 


600 E. Exchange St., Akron, Ohio 
PHONE FRanklin 6-3151 


Ceeeeeaeeeeeee 


BOTTLERS: Franchises are mot available for GET UP 
at the present time. However, after further market 
testing, bottlers will be considered for franchises. If you 
care for more information about GET UP — write, wire 
or phone THE GET UP CORPORATION, Akron, Ohio. 


Julius Darsky, President 
Joe Darsky, Vice-President 
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Blue Seal Extract Co. . 
eM a heck as o's 802 


Bottlemati 
a . 
Bottlers lesa Michael Yundt Div 82¢ 
ers 2) obras » <gigaiadeaadety ) 
i. Industry . i gas cca 882, 836 
rockw: owt The Saati 7 taal idl 
Buch way Glass Company, Inc. .............. ed 
a _ Reuigment Company ................ ye 
ns . Mego Rs peas . 
od anaes Machine Works, Inc. .........1 ee 
, ada Dr “s — See ee! ae 9 
ye ag y Ginger Ale, Incorporated ager 
I 959 
en- is ees eee er . 
Ce a NG eae ae - 
ntral Too Wve ecersersvesves 
Chain B | Company Incorporated oor 
i n Belt Company . jo ee ea sav 
eee ee 
rene — Mr Wilieair’,................ nips 
vas anooga Class Snaensiy Se eee ee ee eee 145 
it Mieiiees Meee tictietne Comrany . 
Chins ssoms Manufacturing Company Bhs 
Ch urrell Corporation ee a 915 
ERROR Ries 641 
) — Motor Division enor! iS a ok: sa 
i otors Corporation .. : 
i. iii... ...,....,.. 1217 
a -A-Fizz Products Co. \ 418 
ye hes. 107 
a Equipment Company Stee eee ween eee 935 
ndustri: ze 
a gs coreg Truck Division 
“ i are Manufacturing Gacepas coy) cs | Pee, ban6 
he cquot Club Company ee 111 
he erdale uekibeee... ....0......4 835 
C e Coca-Cola Company \ 744 
om pels re aah) 8 608 Heo’ 
a a Pillees Corporation .............. sini 
B inental Can Company,Inc, = = 
ond Crow . thy ” 
lax, : Crown & Cork Division 
C wsolidated Cork Corporation .............. vice 
. = . ee 
es n Products Sales Company ................ —_ 
-Cronstroms Manuf mT coe ceees 736 
pas as Cineietusins Company ......_. 736 
rown Cork & Seal Co si eager ee 102 
Dacam Corporation + ESOP OOS ae COOKS CRO CBS 775 
ee. 123% 
The Delg eC eeeeeeeese ae 
aware Sere os Rec eee ee 79: 
tg) om a Punch Company of Ameri Pde 
Di Asser Extract Co., Inc ps ined ste 
pt i 1009 
e ie ee 2 eer es ee ee 
Dod shes SE a an 737 
age Jivisi ee ee 
Dr. P ivision, Chrysler Corporation........1 i 
D . Pepper Company ee 1243 
r. Swett’s Mc rare eet ay AN, ow 
gap aaheo> l|06U!U!Ul 929 
and O-So Gr: . 
Brue )-So Grape Companies 
D on Dodecs & Company .................. vie 
OSté a : . Pe tS hes 
— Piha. Tas i man gn 428 
a [thi ae... 748, 849. 855 
4s I. , were eeeeeos 
C io Pont de Nemours& Co. Inc. we 
1.0.Seal Gant: .» Ine 
En os )-Seal Section, Film Dept z 
Pe > Box Corporation ate eas £ oie ba 8.6 141 
Fi] ‘Gees Comstny.................. 810 
aco 7 | (ee 2? hy ew iD © wo< 
“hs Industries Inc., Filter P: a aaokets th (22 
ss avorex Company apel ( és: 6 6 oan 411 
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G e Frostie Company ees se 402 
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Why don't pe ople stick 
to their diets? 


Some diets fail because they 
are based on fads 


Even good diets fail when 
people don’t stick to them 


Why don’t people stick to their 


diets? 
Because they can’t overcome 
” feeling 


that “always hungry 








Why are they hungry? 
It may be because their 


blood sugar level is low 


t way to raise your 
is to have some su 


Have you put aside your scale because your diet was too dreary? 


l, keep your appetite satisfied 


good things containing it. 
eight watchers 
blood sugar level 


blood sugar leve 


The fastes 
gar—or one of the 


with less, 
More facts for w 


d sugar level 


A new approach to diet planning, of overeating, before your bloo 
based on recent researc”, helps pare onh the point where it “shuts off YOUr gientific articles on oe 
hold down their waist- » , ; studies have been published just recently in 
New way to diet without hunger Medical Journals. But already many popular 
magazines have begun to pick up the story 
ou can have : 
} 


the blood sugar level. veu 

People have such a natural liking for sugar, This discovery has already brought about an é 
it has always been one of the foods hardest entirely new appro: ght control diets. with artic 
to do without. It is based on keep r down by keeping your suga 
Now science finds that there is no need for Wve __* these recently ap 
any healthy person to do without sugar. In ion < If you would like are 
fact, your normal use of sugar may actually - anne ob ee eune Lie other interesting facts 

be helping to keep you from gaining weight. - — ’ ? 
And if you want to lose weight, @ moderate afternoon, 4 ppt SUGAR INFOO 
use of sugar a8 part of a well-planned diet can hungry ou do not Bel 4 pned ox 137, New York © 
h easier for yO" to etic You do not substitute ar 
for sugar. 


healthy people 
lines by raising 
les that show how y 
peared in Reader’s Digest. 
print of this article, plus 


about sugar write to: 


ION, INC. 
New York 







tificial no- 
They can’t 


actually make it muc 
to your diet. lorie sweet 
Why does eating a sweet just before @ meal calorie sweeteners > 
help keep you from eating too much? help curb your appetite since they have 
Why does a simple dessert make @ small no effect on your blood sugar level. Using 
meal so much more satisfying? them defeats your purpose. , 
You may have 4 teaspoonful of sugar in 
your coffee or tea, or on your breakfast cereal 
18 calories, can make ty ae oe 


finds the reason 
jses your blood sugar 


or fruit. It supplies only 
ther food. New re-_ it easier rn down second helpings 


Science 
for you to tu 
al times as many 


That’s because sugar ra 


lay for no 
mal activity . 
ns 
~ - 
» * 


level faster than any ° 
search at a leading university has shown that that would supply sever 
the blood sugar level plays 4 leading role in calories. 
regulating appetite. Because it makes & small meal so much Pi 
When the blood sugar level falls too low, more satisfying, you may eat desserts that ce 4 
the appetite regulating center of the brain include sugar with your junch or dinner. And Wr 
(the hypothalamus or “ap tat”) turns on you may have an occasional between-meals ~~ 
tat turns on sweet such as 4 soft drink or piece of candy. All facts in this ena 
e fastest ways to satisfy your message pnd cane suger. 


This is one of th 
with the fewest calories. 


the appetite much 
You're apt to eat 
craving for food 


the furnace in your house. 
more than you need, witho 
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Dieters are now being told, “Stay with Sugar—the 
real article. It’s nature’s real aid to weight control” 


Sometimes new ideas about a product catch on 
gradually. 

Sometimes they spread like wildfire. 

That’s what’s happening now on sugar. 

A year ago, the facts about sugar’s new-found 
role in appetite and weight control were known 
only to a small circle of nutritional research people. 

Since the start of the Sugar Industry’s adver- 
tising program, millions of healthy people have 
learned that they can be slim and still enjoy sugar. 

This program is just beginning to roll, but it’s 
already been acclaimed as one of the outstanding 
food campaigns of recent times. It has won the 
support of all quarters of the food and beverage 


industry. 
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One reason is that there never was news of 
greater importance about any food product—news 
that affected so many products—news that people 
were more anxious to hear or ready to believe. 
Another reason is that the discovery on which 
this advertising is based has started a new trend 


in diet planning. New, easier-to-stick-to diets, now 


beginning to appear in magazines and newspapers, 
give greater prominence to sugar-containing foods 
and beverages. 

This new trend will do much to help shape new, 
more favorable attitudes about the foods you make, 
distribute or sell. 


SUGAR INFORMATION, INC. 


New York 5, New York 
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Today’s active people want 


E Lig ite belies hment 
\ 


— it’s the popularity of the beaches that’s 
helped to make the world so figure-conscious. 

Or maybe it’s today’s finer figures, and the pride 
their owners take in them, that have made the 
beaches popular. 

Either way, the reason Pepsi-Cola is in greater 
favor than ever today, at beaches and everywhere 
else, is the fact that Pepsi has adapted itself to the 
modern desire to stay trim and fit. 

Today’s active people prefer lighter foods, 
lighter beverages. And today’s Pepsi-Cola, never 
heavy, never too sweet, is reduced in calories for 
today’s sensible taste in diet. 

It is the modern, the light refreshment. You'll 
find Pepsi-Cola everywhere, in the 
familiar economy bottle that serves 
two people, or in the smaller, single- 
drink size just right for one. 

Have a Pepsi. It refreshes without 
filling. 


refreshes 
without filling 


40 


| Crmiee-Crush GOR oo shaw ec kee c cc ccee 922 
The Orange Smile Sirup Company ............ 644 
Owens-Illinois Glass Company ............... 944 

| Sid E. Parker Boiler Mfg. Co., Inc............. 128 
EEE GANNIIE k. 6 cows baw tiwsc ccd 840, 941 
BB re ere 1111 
ee SE co 0d 2 Se Ges va cas cea 1059 

ae Sg gt Ree Tey Tr TT eRE eee .1117 
Polak & Schwarz, Incorporated ............... 302 
POCeOr Ge ROWE, BG. bo cnc cee ews cccrsccce 848 
Progress Refrigerator Co. ............... 733, 735 
Pure Carbonic Company, A. Div. of 

Air Reduction Company, Inc. ......... 1029, 1031 
Radio Corporation of America, 

Communications Division ................. 726 
Radio Corporation of America, 

Beverage Equipment Division .............. 627 
River Raisin Paper Company ................340 
Riverside Manufacturing Company ........... 902 
ee re 1013, 1015 
GROUT F PNVOTOE GOURD. occ ee ct we cccesces 636 
Sellers Injector Corporation ................. 133 
ee 2 we Ts ee ae 709, 711 
The Seven-Up Company ................. 919, 922 
Solvay Process Division, Allied 

Chemical & Dye Corporation .............. 434 
Specialty Engineering Co. ................%- 1017 
Speen COMERS, ING. .... 0.6 ccc ese suce 1142 

POET CRTC ee 1158 
Standard-Knapp, Division of 

Emhart Manufacturing Co: ............... 1129 
Ci decks Gus s eee kb tah been 932 
Sun Spot Company of America .............. 1019 
Superior Chemical Products, Inc. ............ 437 
Terriss Division of Consolidated 

ae | Ee re 753 
Smanemer Gunes Bre. Cos, TRC... co sci eess 1105 
Tri-Clover Division of Ladish Company.......312 
ME BER as 5 5 ag Wa oud ese u's o vba xe ams 852 
True Manufacturing Company ............... 117 
I Days ER en wie o's on eh ea. ck 931 
Union Sales Corporation .................,. 1150 
van Ameringen-Haebler, Inc. ................ 614 
Vendorlator Manufacturing Co. .............. 405 
James Vernor Company ..............eeeee0- 727 
Virginia Dare Extract Company, Inc. ......... 822 
EE ML Sass 4, Sd 'g Sb bby ok Sone oO 6 1102 
Walker-Wallace Div., A. P. V. Co., Inc......... 438 
Warner-Jenkinson Manufacturing Co.......... 854 
Waukesha Foundry Company ................ 801 
po By a re 741 
Whistle & Vess Beverages Incorporated........ 618 
The White Motor Company ................. 1137 
Tee MC RM ONUEOOE citi ceed dec viveaeees 424 
Whittle & Mutch, Inc. ................. 1037, 1041 
The Woodstock Mfg. Company, Inc. ......... 1035 
Wee Ce, SOE GD. ons dae iow cb esedbcccoas 246 
Wyandotte Chemicals Corporation ............ 831 

The Yale & Towne Manufacturing Co......... 1209 


National Bottlers’ Gazette 


LRT ay ee ARS RR 


ae = < 


~-~mowlno8aaA 


Oo ® 

















NEWS PIX... 





BOTTLE CAP AUCTIONS 





Youngsters line up before the window at the Davis Bot- 
tling Co. in Harrisburg, Pa. to exchange bottle caps for 
money so they can bid and purchase merchandise on 
sale at the bottle cap auction, held every Saturday. The 
auctions are held and conducted by Harry Wimar, li- 
censed auctioneer, and are like regular auction sales 
except the “money” used are bottle caps from soft drinks 
produced by the Davis firm, including Sun-Ripe Orange, 
grape and chocolate drinks, Dr. Swett’s Root Beer and 
any Canada Dry beverages. Among the items sold are 
English bicycles, rubber tire wagons, Sunbeam Mixmas- 
ters, softballs, baseball gloves, radios, beverage coolers, 
etc. For additional impact the auction sale is presented 
on the local television program. 





The second trans-Atlantic boxing tournament between 
the Boys’ Club of New York and the London Federation 
of Boys’ Clubs ended in a decisive victory for the New 
York boys. Sponsored by Pepsi-Cola Company, the British 
boys were flown to New York to see if they could regain 
the Duke of Edinburgh Trophy which they lost to the 
Americans in London last year. Escorted by British team 
captain George Guy (left), Joe Santarpia, American team 
captain accepts the American trophy from E. Roland 
Harriman. 
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i keep tellin’ ya the facts— 
the Nehi Line is the most complete 
line in the industry!” 
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The Finest Beverages 
in the World 
Ride HERMANS! 
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We are judged by the company we keep .. . and just 
look at the companies we keep—happy! 


HERMANS give more in performance, profit, and econ- 
omy, plus matchless styling and practical design. 
Beautiful HERMANS are “Rolling Billboards”’ that ad- 
vertise the goodness they carry. 


More BotrLters Us—E HERMAN BopiEs THAN ANY 
OTHER Kinp . . . There Must be a reason— send 
today and find out how profitable it can be for You 
to use HERMANS too! 






re Telewae Nace). FN es 
ST. LOUIS 10, MO. 
FRanklin 1-5300 


Fre ' 
INEST ALi.sreet, 













HERMAN BODY COMPANY 
4400 Clayton Avenue 
St. Lovis 10, Mo. 
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Roun > 


Cable Address HERMANBODY = 


LET A KERMAN Varese ee 


| 
! 
Please send me without obligation... literature on HERMAN Bottlers’ Bodies 
| 
| 
| 


\B 
BUILD VOLUME 
FOR YOU TOO 
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HIRES CONTINUES NATIONAL ICE CREAM 
TIE-IN PROGRAMS 


ICE CREAM 
=i REAT 


Hires 


The Charles E. Hires Co. has increased its pace in 
providing the helpfu! material which hos contributed 
effectively to the sales of ice cream during the past sev- 
eral years. Many new pieces have been added to its 
assortment of Counter Cards, Banners, Window and Back 
Bar Streamers featuring Hires Float and Black Cow. In- 
dicative of the importance of this promotional material 
is the cooperation many ice cream companies of national 
and local repute have extended to Hires in the distribu- 
tion of Hires advertising. 


AT PARTY OR PICNIC 





The Squirt Compeny’s new “Merry-Go-Round” Cooler is 
proving its growing popularity. Distributed by the driver 
salesman, it is available through retail outlets. Not only 
does this sales tool serve as an additional means of get- 
ting Squirt into the home, but it also brings Squirt adver- 
tising into the family setting. The cooler is printed in a 
striking full color merry-go-round design and incorporates 
illustrations of the Squirt bottle and trade mark. Because 
of the important sales value of the Cooler, new bottle 
collars and other supporting sales pieces are now being 
developed to be used along with the present point-of- 
purchase display cards, according to Hugh McKellar, 
Advertising Manager of the Squirt Company. 
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COLORS: 


STANDARD 


WHITE 
or YELLOW 
SOLID 
FIBRE BOARD 
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Complete Line of 
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STRONG CASES for SOFT DRINKS 


- fh 
| 
. 


1. 24-Bottle Take-Home 
Beverage Carrier... 
PLUS... New Superior 


, & 
iA SS aii Plastic Coating! 
“4 


pS 4-Cell Case to hold four 6-bottle car- 
riers (has same outer and inner di- 
mensions as wooden case and can be 
run over automatic equipment along 
with wooden cases)... PLUS... New 
Superior Plastic Coating! 


3. 24-Bottle Strut Open-Top Shell 


... PLUS... New Superior Plastic 
Coating! 


“C” Style Closed-Top Full-Depth 
Case... PLUS ...New Superior 
Plastic Coating! 


“A” Style Strut Closed-Top Full- 
Depth Case... PLUS . . . New Supe- 
rior Plastic Coating! 


5. 








4-Cell Case to 
hold four 6-Bot- 
tle Carriers... 
PLUS... New 
Superior Plastic 
Coating! 





All River Raisin cases are 
available in kraft color, white 
or yellow high-test weather- 
proof solid fibre board with 
printing to your: specifica- 
tions. River Raisin Soft Drink 
Cases are rugged .. . they 
give maximum trippage .. . 
: More RETURNS for. your 
8 money. River Raisin “ONE ” 
; A CALL FOR ALL” experts 
can solve all your container 
problems. 


Strut Style, Open- 
Top, Full-Depth 
Case...PLUS... 
New Superior 
Plastic Coating! 


24-Cell Case (has the 
same outer dimensions as 
wooden case and can be 
run over automatic equip- 
ment along with wooden 


cases)... PLUS... New e ABRASIVE PROOF 


Superior Plastic Coating! 
Protects all outer surfaces of carrier. 


Rim, Full-Depth ja . 
Case... PLUS... | Open-Top,Full-Depth Can be cleaned repeatedly without damage 


New Superior Plastic Case... PLUS... to exterior surfaces. Cleans easily with wet 


Coating! New Superion Plastic cloth and detergent. 
Coating! 


Open-Top, Wire- g Ne A @ PROTECTED CLEANING SURFACE 


@ BEAUTIFIES 
Smooth... Glossy... Clean... 
Enhances appearance of printed carrier. 


@ DURABLE 


Sturdy... Economical... Makes More Trips. 









RIVER RAISIN PAPER COMPANY 


MONROE, MICHIGAN = ~~ 


Branch Plants . 


/CREVELAND, OHIO ° » SHARONVILLE, OHIO « © WASHINGTON, PENNSYLVANIA 


Sales Offices . 


ES ’ + Syracuse, N. Y. 
Chicago, Ill. . Ashfand, Ohio Lima, Ohio 


Boston, Mass. Toledo, Ohio 


. Battle Creek, Mich. ow mnle Philadelphia, Pa. 
Detroit, Mich errand. Culp Pittsburgh, Pa 
— Columbus, Ohio ah 












Distributed by . . ee 
WYLIE & DAVIS e Sales Offices in CARPENTER PAPER CO. Sales Offices 
Los Angeles & San Francisco, Calif. | In Principal Cities 
Covering California, Oregon & oe West of the 
Washington States Mississippi River 






_ DILLARD PAPER CO. e Sales Offices - 










Atlanta, Ga. Charlotte, 'N. C. Wilmington, N.C. . Knoxville, Tenn. 
Augusta, Ga. Greensboro, N. C.. Columbia, S$. C. Bristol, Va. 
Macon, Ga. Raleigh, N. C. . Greenville, $. C. _ | Roanoke, Va, 








ONE CALL FOR ALL 


WY River Raisin has the country’s most complete line 
/ of superior quality soft drink cases. 


\/ The many years of valuable experience gained 


by our design and production experts are at your 
service to efficiently and economically solve your contain- 
er problems . . . as convenient as your telephone. 
(Prices, specifications and samples upon request) 





Bottler Protits 
Is Our 


a Business 


1p AONE ig ORS 





Ray Wolf, B-1 Bottler of Harrisburg, Illinois, reports B-l's 
new “It’s Fun to Draw” television show a huge success. 
The artist, Bill Slater, shows the children how to draw 
on TV. Participants send in their copy of the drawing 
with the coupon attached to a six-bottle carry home car- 


ton. In return, he mails them a children’s art kit. . les takes a personal interest in the 
bottler’s problem of making a profit. In fact 
our job and that of our fieldmen boils down to just 
one goal... to help YOU—the bottler—increase 
sales and enjoy greater profits. 

Yes, we tailor-make flavors of any type to meet 
YOUR cost needs. 

So, if you’re having profit problems, send us your 
bottle size, sugar costs and details as to the flavor 
characteristics you desire .. . and we'll make and 
submit to you samples of high quality special flavors 

pase fatoree . Bottlers’ Filia that will make a profit. Take full advantage of this 
free offer. All correspondence treated strictly con- 


ee 
4 


plus quality ‘‘Superb” flavors 


toes, aa p> 4 . r \a 
ee ‘1 <A : y.. have made Hurty-Peck 
eS — 4 “‘America’s Leading Independent 


George B. Armstrong, (left) manager of Mathieson Chem- ” 

ical Corporation’s carbon dioxide operations, inspects the Beverage Flavor House 

first of a new fleet of dry ice cars which the company has uy Y Cc *K es oe Pp 

developed to deliver packaged Rn | ice to distribution et R T a E & Re A a ¥ 
points which serve the nation’s bottling companies, and - ee - 

other consumers of this product. With Mr. Armstrong are Makers of Quality ‘‘Superb’’ Flavors 


J. W. Collyer (center) of Mathieson and J. J. Quinn (right) 
> Indianapolis 7, Ind. Santa Ana, Calif. 


of the Fruit Growers Express Company. 


fidential . . . and there’s no obligation. 
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NATIONAL’S oe 
SIMPLEX CUP DISPES 


Simplified design with 


¥%, the usual parts means 
smoother function... fewer service 


calls...less cost! 


Turret entirely loaded from the front. 
Greater cup capacity, yet no extra height. 


Clear plastic turret gives you visibility 
for inventory. 


Positive delivery of cups. 


Mechanically designed to prevent cup 
stealing. 


One motor drives the entire mechanism. 


You'll save money because there will be 
less “down time’’ and fewer service calls. 





NO. 7000 


6-Stack Cup Dispenser . . . $47.75 F. O. B. St. Louis 


(Old Standard Model formerly $65.95) 
NO. 7100 


10-Stack Cup Dispenser . . . $54.75 F. O. B. St. Louis 


(Old Standard Model formerly $74.15) 
LIBERAL TRADE-IN ALLOWANCE 

















NO. 7100 


Comparison will prove there i4 no comparison 





Phone COlfax 1-1900 


REJECTORS x 


5100 San Francisco Ave. « St. Louis 15, Mo. 


ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: Elgin 4318 
CHICAGO 39, ILL, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St.—Phone: Illinois 8-6302 


A 





American Dairy Assn. Cites 
Public Benefits in Milk Vending 

Milk vending has been earmarked by the Amer- 
ican Dairy Association as a vital selling tool to 


step up national consumption of the product and 
to help dispose of the tremendous surplus which 
has become an annual problem for the industry. 

A three-point plan being finalized by the Ameri- 
can Dairy Association centers on milk venders. 
Part of the association’s $4 million advertising cam- 
paign to boost milk sales will be used to help pro- 
mote the use of milk vending machines in offices, 
schools and factories. A special program to help 
promote the use of milk venders will, according to 
the association, receive detailed attention. It is 
planned to make milk as handy to the consumer via 
venders as are soft drinks thru the same medium. 

An ADA project on vending machines conducted 
by Prof. A. J. Morris, head of Utah State College’s 
dairy department, at the college is now in its third 
year. The project has expanded from the original 
30 to the present 53 machines located in Utah and 
Southern Idaho. 

The study revealed that all vender sales in the 
test areas brought new business to the dairy indus- 
try. During one year, “plus” sales from the milk 
machines amounted to $76,246.20. 

It was pointed out that 10 milk venders on the 
Cornell University campus sold 20,000 to 30,000 


| half-pints a month without cutting into restaurant 


sales on the same campus. 


Soft Drink Dispenser 
Has Multi-Draw Taps 


The Multiplex Faucet Co., St. Louis 14, Mo., has 
introduced a multiplex dual faucet soft drink dis- 
penser that it claims is in itself a complete soda 
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for peace of mind...and a piece of extra profit... 
you can depend on 


SODASHOPPE 


VENDOR AND COOLER NEWS 


SHAME LE ARNIS INTO SO 
@ PLACEMENT 


FINANCING 
MERCHANDISING 
MARKETS 

e COSTS 

© SERVICING 


NEW MODELS 


fountain. The unit, in addition to drawing two ice 
cold drinks, also dispenses carbonated soda for mak- 
Root beer, either plain or 
creamy, is drawn from one tap, while a cola drink 


ing ice cream sodas. 
can be drawn from the other faucet. The cola faucet 
dispenses a finished drink when the handle is turned 
to one side and plain carbonated water when turned 
to the opposite side. 

The unit is fabricated of stainless steel in red 
enamel or custom enameled in desired colors. Equip- 
ment includes stainless steel faucets, liners, drain 
pan and parts. 


National Introduces New Simplified 
Cup Dispenser 


National Rejectors has announced production of 
its new simplified, greater capacity cup dispenser. 
Called the Simple Cup Dispenser, it contains one- 
third the usual number of parts and features full 
front loading. 


A single motor drives the entire mechanism, 
which is housed in the base of the clear plastic tur- 
ret. The latter affords instant visual check of cup 
supply, carried in a 6 or 10-stack unit. 

Other features of the unit: Positive delivery, in- 
cluding that of mixed brands. It is also said to be 
mechanically designed to prevent pilfering or dam- 
aging of cups by customers. 

While the National 


stated that cost was “considerably lower than other 


price was not announced, 


models.” 
The dispenser is now stocked in both sizes at Na- 
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HOUSANDS of operators in the continental U.S.A. as well 
as in many foreign countries will tell you that the one word 


that sums up SodaShoppe is DEPENDABILITY. 


They know because they’ve been operating SodaShoppes for years 
in all types of locations, in all types of climates, and under all 
types of conditions—and they know from experience that Soda- 
Shoppe performs flawlessly . . . delivers a drink comparable in 
quality to the finest bottled beverages! 


They know too, that they get the maximum sales—and MAXIMUM 
PROFITS-—from their locations with SodaShoppe because there’s 
a SodaShoppe to fit the requirements of every type of location in 
size, in capacities and in price. 


Established operators appreciate the fact that Apco originates the 
new ideas in soft drink cup dispensing . . . such things as serving 
carbonated and non-carbonated drinks which we introduced over 
two years ago to boost sales from 30% to 100% (and which other 
manufacturers are trying to copy) . . . and the fact that Soda- 
Shoppes for all Naval installations are Interference Free for Radio 
and Radar in accordance with U.S. Navy Specification MIL- 
1-16910 . . . and the fact that all SodaShoppes are constructed to 
meet the health and sanitation requirements of all communities 
where ordinances are in effect. 


GIVE YOURSELF SOME PEACE OF MIND— 
AND A PIECE OF EXTRA PROFIT — OPERATE 
SODASHOPPE! IT LEADS THE FIELD IN DE- 
SIGN, IN CONSTRUCTION, IN OPERATION... 
AND IS SOLD DIRECT FROM THE MANUF AC- 
TURER TO YOU! 


For Full Information fill out. coupon and MAIL TODAY! 
APCO, INC. 


250 West 57th St., New York 19, N. Y. 

Gentlemen: Please send me complete information on: 
[] 3-Drink SodaShoppe [] 4-Drink SodaShoppe 
[] 6-Drink SodaShoppe (] SodaShoppe Junior 


Name 
Address 


City Zone State 
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Easy lift lids 


Sturdy, easy-to-lift lids with stainless steel tops 
and sealed-in, light-weight Styrofoam insulation. 
Combination rubber and fabric hinges insure long 
life. Rubber hand grips serve as ‘‘shock absorbers’”’ 
when lids are opened. Completely sealed cabinet 
(21" Fiberglas insulation) . . . plenty of refrig- 
eration tubing for faster beverage cooling . .. wet 
or dry operation . . . more obstruction-free stor- 
age space thrifty-operating, trouble-free 
Polarsphere mechanism. 
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{hey YOU'LL UNCOVER MORE 


= SALES WITH KELVINATOR 
BEVERAGE COOLERS 








Sihing kids 


Smooth-operating, easy-to-clean, stainless steel 
sliding lids (with Styrofoam insulation) encourage 
impulse buying... increase sales... right at the 
point of sale! Customers like this cooler’s clean, 
sanitary appearance...the ease and speed with 
which they can serve themselves. And you'll like its 
quiet, automatic, trouble-free operation, its ability 
to doa big cooling job fast, its glistening white finish. 
You’ll like the way this surprisingly low-priced 
cooler attracts traffic—sells more beverages — 








makes more profits for you! 















\ Model BC-180 


Both powered by famous, silent POLARSPHERE unit for long life and trouble-free service 


pnen Vues WAIT? CLIP THIS COUPON tisiiareeaae: 
O. K. Kelvinator ! 


| 

American Motors Corp. | 
Beverage Cooler Dept. No. NB-7 | 
Detroit 32, Mich. | 
CO) Send literature, pricing and financing data | 
(CD Please enter my order for... .. . beverage coolers | 
0) with sliding lids . . - FJ with lift lids ! 
| 

| 

| 

| 

| 


TERR. cd eects ween cha vas son Title 
Company Name...... 
IE 5a 6-540 0064 66088085 
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You get all these benefits when you buy Kelvinator Beverage Coolers 


© Controlled quality . . . cabinets completely designed, engineered and built by one 
manufacturer. 

@ Easy financing . . . ReDisCo, Kelvinator’s wholly-owned subsidiary makes four 
sales-assisting financing plans available to you. 

@ Wet or dry operation . . . dual-type operation eliminates possibility of cooler 
obsolescence. Easy draining. 

@ Nationwide sales and service assistance . . . Kelvinator has 44 factory-controlled 
strategically located parts depots. 


You'll be busier with 


| Keclrusator 


Division, American Motor Corp., Detroit 32, Michigan 








tional offices in St. Louis, Atlanta, Dallas, Los An- 
geles, New York City and Toronto. 


ABC Sales Up 


Vending now accounts for approximately 20 per 
cent of ABC Vending Corporation’s total dollar vol- 
ume. This fact was revealed by ABC’s treasurer, 
William C. Benson, in reporting comparative sales 
and earnings for the corporation. 

Mr. Benson said that ABC now has some 2,000 
cup drink vending machines on location, and that 
the company expects to expand in drive-ins during 
1954. 

In the first quarter of this year, ABC sales came 
to $10,950,535 compared with $10,356,805 in the 
same period a year ago. But operating profit was 
down from $603,260 a year ago to $558,246 this 
year. Mr. Benson explained the dip in first quarter 
operating profit was occasioned by the large loca- 
tions which the company has recently opened—espe- 
cially the Philadelphia ‘airport. 


Ideal Location Ads 

A new location advertising campaign instituted 
by Ideal Dispensing Company is keyed toward motel 
and service station owners. 

The ads will stress the benefits of installation of 
its line of soft drink and milk venders and will 
appear in trade journals for each field. According 
to Ideal officials, this advertising campaign will 
reach a larger percentage of the 1.5 million poten- 
tial vender market locations. 





MANAGEMENT RECOGNIZES AUTO-SNAK ASSETS 
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Auto-Snak, newest innovation in plant feeding equipment, 
now permits employers to feed their working staffs with- 
out subsidizing industrial plant cafeterias. Produced ex- 
clusively for Spacarb, Inc. of Stamford, Conn., by The 
American Art Works, Inc. of Coshocton, Ohio, Auto-Snak 
replaces cafeteria service that is costly to maintain. Auto- 
Snak fronts can be supplied for any number of machines 
from two up. A five unit model, for example, is 71/2 feet 
high, 181/2 feet long, and 3 feet deep. It weighs approxi- 
mately 350 pounds and is shipped knocked down with 
assembly instructions. Products which can be vended 
are coffee, sandwiches, pastries, candy, ice cream, fruit 
juices, milk, cold carbonated drinks, cigarettes. 
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. Now—you can offer the new sensational 
FIBERGLAS™ Portable Cooler! . . . 





*Trade Mark, Gene Being Claw Co. 
@ Available with appropriate trade mark in color for Dr. 
© Capacity: 24 7-oz. or 8-oz. bottles (Upright) 
SPECIAL INTRODUCTORY OFFER: For a limited 1 $ se | | 
Net, F.O.B. Wichita, Kansas .. . ar we 
WRITE - PHONE - OR WIRE IMMEDIATELY! | 
110 S. Central Ave. St. Louis 5, Missouri 
PArkview 8998 


Pepper, Grapette, Squirt, Pepsi-Cola, Coca-Cola .. . 
time only, these coolers are priced at. . 
FRANCHISE BOTTLERS, Inc. 











Five reasons why there's little chance of vender failure with the 
Champion 150: 1. Nothing to oil. 2, Condenser exposed for quick, 
easy cleaning. 3. Heavy-duty commercial Tecumseh sealed unif. 
4, Silent operation. 5. Fully guaranteed, extended warranty availa- 
ble. Champion 150—not the cheapest— but, the BEST for your money. 


More people buy when offered a choice. 


c hampion VENDER CO. 
HOPKINS, MINNESOTA 
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Bottlers Cashing in On 
Growing Coffee Break Custom 


Bottlers acting on the old adage, “if you can’t 
lick ’em, join ’em!” are cashing in on the country’s 
growing coffee break custom. This was reported re- 
cently by the Bert Mills Corporation, St. Charles, 
Ill., coffee vending machine manufacturers 


Orders for the firm’s Coffee Bar vendors from 
soft drink bottlers have accelerated in the last year, 
according to Bert Mills, president. He said bottlers 
are vending the hot beverage, once considered com- 
petitive, to income from already estab- 
lished cold drink vending operations, and to protect 
those installations from competition. Far from eat- 
ing into soft drink sales, coffee has actually provided 


increase 


substantial plus-revenue. 

Widespread acceptance of hot and cold beverage 
vending by plants and offices stems from cost and 
advantages. By providing 
service close to work, the machines enable firms to 


convenience beverage 
overcome serious cost and service headaches that 
previously snagged the growth of the custom. Com- 
panies without adequate in-plant feeding facilities, 
for example, face long serving lines, abuse of time 
limits, costly production interruptions where cafe- 
restaurants are located too far 
making difficulties, 


terias or outside 


from work areas, change- and 
overload on cafeterias. 

These problems kept many offices and factories 
from initiating coffee breaks before coffee vendors 
Now, 


periods are in the minority. 


became available. firms without the time out 








NO COFFEE LINES WITH MECHANIZED SYSTEM 


Mechanizing the coffee break in industrial plants and 
offices throughout the nation has eliminated coffee lines. 
The advantages of coffee vending by bottlers already 
engaged in cold drink vending programs is boltered by 
the custom’s continued rapid growth. While coffee far 
outpulls other beverages in popularity, bottlers have 
found that vending both adds revenue all year ‘round. 








Economical « Selectivity 





Atlas 
VARIETEE COIN VENDOR Junior 


Best buy of the year in the small vendor field. 
Completely removable, hermetically sealed 
1/6 H.P. Cold Wall Refrigeration System with 
Chieftain (Tecumseh) compressor. Vends 
five flavors; handles all size bottles, 6-oz. 
through 12-0z- Vends 60 6-o0z. or 51 12-o0z.; 
precools 80 6-0z.; or 61 12-0z. Wide selection 
of National Rejectors’ electrically and manu- 
ally operated coin mechanisms and changers. 
Needs only 5% sq. ft. of floor space. 


Also 


ATLAS VARIETEE COIN VENDOR SENIOR and 
ATLAS DRY ELECTRIC COOLERS, Jr. and Sr. 


For Complete Information and Prices Write 


ATLAS METAL WORKS 


VENDOR DIVISION, P. O. Box 5208 
DALLAS, TEXAS 


West Coast Distributor: 
JOHN MULHERN CO. 


San Francisco * Los Angeles * Seattle 
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OPEN COOLERS 
The ONE Complete Line 


One-piece, all-welded heavy steel frame. 
Three-inch fibre glass insulation throughout. 
Pure virgin copper tanks. 5-year warranty on 
the hermetically sealed, permanently oiled 
compressor. Your color baked on ‘‘Bonderite"’ 
treated steel. Artkraft* Coolers give you 
5-sided refrigeration and efficient wet or dry 
operation. All models available for no 
Cola Bottlers with ill 
(See illustration of Model 200-D.} 


All models availabe for Pepsi-Cola Bottlers 
with illuminated trademark. (See iestretion 
of Model 200-D). 


MODEL V-72, 8-FLAVOR VENDER 
OD: a 


72 
Bottle Rack 
and 
72 
Bottle 
Pre-Cool 
Capacity. 
27” wide x 
32” long. 








MODEL V-106, 8-FLAVOR VENDER 


106 Bottle Rack and 106 Bottle Pre-Coo’ 
settee +++ 27” wide x 42" long. 


DESIGNATED FOR PEPSI-COLA BOTTLERS 
AS MODEL 200-PC) 12-CASE BEV-MASTER 
, Ss ee 









ms 50-D 


MODEL 101-D ; 
6-CASE BEV-FOOD WITH 61% CU. FT. 
FOOD REFRIGERATOR 
Sales Representatives: Write for proposition 
on choice open territory. 

_SEND FOR FREE LITERATURE & PRICES 





"MFG. CO. 


"Quality Products for a Third of a Century” 
1125 E. KIBBY ST. + LIMA, OHIO, U.S.A, 


Please send literature and prices on 
Artkraft* Venders and Coolers. 


Name 
Firm 
Street 
City & State 














*Trademark Reg. U.S. Pat. Off. 









































BARQ’S, CORPUS CHRISTL 
EXHIBITS AT NAVY SHOW 


H. Lemoine and N. Holmes own- 
ers of the Barq’s Bottling Co. of 
Corpus Christi, featured Ideal Se- 
lective Vendors in their booth at 
the Navy Industrial Show held 
recently. This show, staged at the 
Navy Air Force station enabled 
more than 500 manufacturers to 
exhibit their products and ser- 
vices to between 300,000 and 400,- 
000 people. The Barq Bottling Co. 
is a strong advocate of selective 
vending and has placed approxi- 
mately 250 Ideal Selective Vend- 
ers in their area. 


ON CONSTANT DUTY 


A welcome addition to the bat- 
tery of Automatic Soda-Shoppes 
on constant duty in the famed 
Capitol Theatre on New York's 
“Great White Way” is the new 
6-drink model shown here, 
flanked by 2 Apco 3-drink ma- 
chines. Apco’s 6-drinker, devel- 
oped over two years ago, serves 
both carbonated and _ non-car- 
bonated drinks. This automatic 
coin-operated soft drink cup dis- 
penser has a 1200 cup capacity 
and 2500 drink syrup capacity. 





LITTLE BOYS .. . FIRE 
STATIONS ... AND SODA! 


That trio is a natural. Larry Sogo- 
low, young son of Nathan G. So- 
golow who handles Mission bev- 
erages in the Norwich, Conn. 
area, demonstrates that even a 
little fellow has no difficulty in 
getting a cold drink from a Gen- 
eral Bevmart model installed at 
the Baltic Fire Station in Sprague, 
Conn. The Bevmart model is a 
product of General Vending Ma- 
chine Corp. of Phila. and Chicago. 














OPEN the door 
to MORE sales | | 













with 
WENDER | 


Uniforms 


| How Do , 
‘ Your 
Salesmen | 
Look | ) 
To Your 
Customers? 

















On and off the trucks ... in the 
stores and shops ... your men re- 
flect your product...and your 
company ... How did they look 


today? 





WENDER UNIFORMS are "tailored" 
to your individual needs and to sea- 
sonal comfort requirements ... We 
make complete arrangements for 


measurements at no additional cost! 


Write or wire (collect) today for 
samples, quotations and illustrated 
brochure. No obligation, of course. 


HARRY WENDER, Inc. 


New York 10, N. Y. 


41 W. 25th St. 
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Profits Can Be Predicted 


(Continued from Page 35) 





IS AN ABSOLUTE MUST FOR MEMBERS OF 
THIS INDUSTRY TO KEEP ADEQUATE AC- 
COUNTING AND COST-FINDING RECORDS. 
Records which will at a glance, month by month, 
indicate for you, your exact unit costs by type of 
product and size, for every expense involved in 
the operation of your business. Therefore, if you 
do not now have what you consider an adequate 
cost system may I recommend that such be made 
the first order of business when returning home. 
Many good inexpensive systems are available to you. 
Of course the A.B.C.B. has such a system and many 
of the franchise companies have developed fine ac- 
counting systems which can be had at a minimum 
cost. 

Actually, what I have had to say thus far is 
merely in the way of introduction, because your 
committee invited me here to discuss Profit Plan- 
ning and we are going to do that right now. How- 
ever, before you can intelligently plan profits you 
must possess good accounting records which will 
reflect the true conditions of your plant. These 
records then become very basic to any firm or in- 
dividual when they begin to think in terms of run- 
ning a business in line with a predetermined plant 
to make a profit. As you have noted from your pro- 
gram the title of my talk is “Profits Can Be Pre- 
dicted” and I assure you that such is the case if 
you will only take the time to look into this matter. 

During the past year you have been hearing a 
lot of talk about a mysterious alphabetical arrange- 
ment known as “P/V”. Briefly, interpreted, this 
term means planned profit at a volume of business. 
It is a system whereby you can actually determine 
from a set volume of business when you pass from 
a loss position into a profit position, thus entirely 
eliminate the guessing which has prevailed in the 
past. 

The Profit Planning Program-——or the “P/V” 
program is truly an A.B.C.B. activity. The need for 
the program or set of procedures was first felt by 
your national Executive Board in late 1947, when 
it became readily apparent that the cost of prac- 
tically every item of material and service required 
in the manufacture of soft drinks was rising rapidly. 
It was foreseeable even at this early date that the 
economic structure, under which the industry had 
been operating for the last half century, was in for 
some radical adjustment. Demand for cost control 
or, better still, a cost reduction program was the 
crying need of the industry. Overshadowing even 
the requirement for these steps was the glaring 
fact that the price structure of our product would 
of necessity shortly undergo upward pressure. 

Recognizing these factors, your national associa- 


tion, through its Accounting Committee, set about 
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to develop a set of procedures which would provide 
the bottler with a system whereby he could analyze 


* 
| his operation, by centering attention on every item 
| of cost, and through industry comparisons, high- 
| light irregularities. It was a system developed to 
pinpoint trouble. 
(ae ee 


Naturally, to develop a program of this type re- 
quired properly trained people. Therefore, the Ac- 


counting Committee retained the New York man- 
| agement engineering firm of Stevenson, Jordan 
and Harrison to conduct the field and internal plant 
studies. Scores of bottling plants were personally 
| visited from coast to coast. Others were contacted 


through questionnaires until the point was reached 
where a complete understanding of the industry 
and its problems was a matter of record. This in- 
formation was then taken and moulded into pre- 
viously developed systems of profit planning, recog- 
nized as valuable by many industries. The complete 

— : ° program is contained in the A.B.C.B. Manual for 
flee ce: panel : | om \4 Profit Planning available on request from our office. 


wey 


bui-ay -_ » ann erin 4 Time will not allow me to go into all of the details 
of the Profit Planning Program, but I will attempt 
to describe for you the basic fundamentals, and by 


s 


demonstrating, show what can be obtained by spend- 
ing just a little time on this vital research phase 


cee | 


of your business. 


The backbone of profit planning is acceptance of 
the fact that all expenses—including manufactur- 
ing costs—have a certain functional relationship to 
sales volume. When broken down into basic elements, 
it is found that either they vary directly with 


volume or they do not, in which case they are called 
constant. Putting it another way, we can say con- 
stant costs originate principally from the initial pro- 





INTERNATIONAL cab-forward RC-180 series. GVW rat- i Be : ; : 
ings, 17,000 to 21,000 Ibs. 130 hp. Slack Diamond 282 valve- vision of capacity to do business. These costs remain 
in-head engine. 112, 130, 142, 154 and 172-inch wheelbases. i “= » . 

relatively the same day after day regardless of 
whether you bottle a single case of soft drinks. Unit 
costwise, however, they decline per unit produced. 


AMERICA’S MOST COMPLETE TRUCK LINE Manufacturing overhead is a good example for this 


Today, INTERNATIONAL offers the right truck for every 
hauling job. Each is built on the same sound policy as the 
first trucks INTERNATIONAL ever built. That policy is 
“high quality that keeps truck costs low.” 


; type cost. d 

All INTERNATIONAL Trucks are built with the same 175 basic models from ¥4-ton pickups up to 90,000 

“ts lbs. GVW off-highway models . . . including six- . ‘ 

rugged dependability that has made INTERNATIONAL the wheel, four-wheel drive, cabforward and multi- Variable expenses, on the other hand, are those : 
heavy-duty sales leader for 22 straight years. They are stop delivery types . . . 30 engines from 104 to 356 = items of expense which vary directly with sales or 


hp., with widest choice of gasoline, LPG or diesel 


built to stay on the job... designed to give you long truck production. Materials such as syrup, extracts, and 


life at minimum operating and maintenance costs. ak ee er a — “a ‘rowns are good examples of variable expenses. Uni 

ios for any need . . . thousands of variations for crowns are good examples of variable expenses. Unit 

Your INTERNATIONAL Dealer or Branch will be glad to exact job specialization. cost-wise they remain the same for every case pro- 
work with you to determine the INTERNATIONAL Truck duced or sold. 

exactly right for your job. Call today and get full facts. ; See Once these two definitions are understood and 

Time payments arranged. INTERNATIONAL HARVESTER COMPANY - CHICAGO each of your expenses are classified as to its type, 

the completion of the profit plan is a simple matter. 

“j International Harvester Builds MCCORMICK® Farm Equipment and FARMALL® Tractors... Motor Trucks... Industrial Power... Refrigerators and Freezers (The balance of M:. Baker’s talk was concerned 


| Better roads mean a better America 


with illustrations, charts and specific examples in- 
volving the “P/V” program. Complete information 


Q 
5 cd T i RNA ) fe) NAL T RU © ae Senne rr Sonne a Serena 2e See 
from the American Bottlers of Carbonated Bever- 


Standard of the Highway ages, 1128 Sixteenth St., N.E., Washington 6, D. C.) 
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how to 


SOAK 
SCALE 
OFF YOUR 
OTTLE 
WASHER 


NO SCRAPING, no chipping to get 
rid of this scale. Oakite Compound 
No. 32 does the job in a short-time 
soak. And it gets all the scale, even 
in areas that can’t be reached by 
mechanical methods. 


Before: Scale is a drag 
on this conveyor — crip- 
ples efficiency, sends 
power costs up. 


That’s how simple it is to remove 
scale the Oakite way. Whatever 
your problem, Oakite has the solu- 
tion: 


SCALE HEAVY, must be removed im- 
mediately? Use Oakite Compound 
No. 32, the liquid descalant that 
works fast and thoroughly — frees 
pockets, gears, chains, spray jets, 
without affecting sound metal sur- 
faces. 


SCALE LIGHT, and you don’t want to 
stop production? Just add a little 
Oakite Composition No. 53 to your 
caustic solution. It controls scale, 
gradually removes present deposits 
while machine is in operation. 


After soaking with O. C. 
32: Same conveyor, scale 
gone — efficiency up, 
power costs dewn. 


You'll find the details in the Oakite Bottlers’ 
Sanitation Handbook. If you don’t have a copy, 
write today. Oakite Products, Inc., 26A Rector 
Street, New York 6, N. Y. 


gD INDUSTRiag Cle 


salt 4 
grt Ning 
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PLANT... EQUIPMENT ... TRUCKS 


MAINTENANCE 


Modern Roof Coatings 


New asphalt aluminum roof coatings 
enable bottlers to achieve roofing 
economy and better protection from 
the heat of the sun. 


"F tim modern industrial building trend today is 
toward the one story unit. Architects and engineers 
realize that members of the bottling industry re- 
quire more square feet area to house large and 
intricate bottling machinery, additional storage 
room and above all adequate space for personnel to 
work in efficiently. 

As the floor area is increased, the roofing surface 
is also expanded, with no other problem than offer- 
ing protection for the space below. The old adage, 
“out of sight, out of mind” applies until a leak is 
apparent or mid-summer solar radiation increases 
to such an intensity that plant operations become 
almost unbearable. 

This has created a need for an inexpensive mate- 
rial to reflect the infra-red heat rays of the sun. 
Roofing material manufacturers accepted the chal- 
lenge by appropriating large sums of money for the 
development of products to meet the needs of roof 
protection and solar radiation control. 

Through the miracle of chemistry a new product 
was born . asphalt aluminum roof coating. This 
new protective material was the result of blending 
asphalt and other bituminous material with proc- 
essed oils; synthetic gums and the all essential 
use of pure aluminum powder as the sole pigment. 

Aluminum’s ability to be a non-conductor of light 
and a reflector of heat made it tailor-made for 
the job. 

Factual studies indicate that about 50% of the 
sun’s heat rays striking a building does so directly 
on the roof where it is absorbed and conducted into 
the room space below. Consequently, an office or 
plant can become uncomfortably hot. By employing 
the use of pure aluminum powder in these formu- 
lations, development engineers soon learned that 
approximately 70% of the destructive infra-red 


by J. J. MIATA 


Building Materials Engineer 


rays were reflected, thus reducing the heat below 
from 10 to 20 degrees. 

The versatility of this innovation of roofing sums 
up to roof economy and longevity. When an unpro- 
tected roof is subjected to the burning rays of the 
sun, the oils and asphalt saturants dry up leaving 
the membrane material lifeless, arid and rob it of 
its original elasticity, The properties of this new 
formulation replenish the oils and other essentials 
necessary for expansion and contraction. 

At this point the inevitable question arises, how 
can it retain its elasticity and still have a layer of 
aluminum on the surface? This factor presented 
quite a problem in the beginning but one of nature’s 
creatures was wearing the solution the fish. 

The natural scale effect of leafing principle was 
duplicated. 

The method of application requires no skill or 
experience whatsoever. Anyone who can manipulate 
a paint brush or spraying device can produce a pro- 
fessional job. Prior to the use of this material 
measures should be taken to insure a clean dry 
surface; any foreign matter on the roof area would 
only tend to impair cohesion. If possible a com- 
pressed air hose cleaning is an effective way to rid 
the surface of dirt particles. 

Owing to the limited size of most bottling plant 
roofs, the brush method of application is best and 
practical. As stressed by manufacturers’ instruc- 
tions, brushing should be done in one direction, 
thus insuring a perfect continuity of the aluminum 
pigment particles. The effective coverage depends 
largely on the roof surface and type of construction. 
The conventional composition or built-up roof that 
is used predominately, should absorb approximately 
one gallon per 250 square feet of surface. 

The cost factor is synonymous with economy. 
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0 cans = 4 

; up 
4 minute ze 
ready for carbonation 


Six hundred 6-oz. 
exactly the right amount of syrup and flavoring — 


cans per minute—filled with 
ready for you to add carbonated water! 

That’s the speed you get when you use this Pfaud- 
ler 21-piston rotary filler for prefilling cans. Accurate 
as a medicine dropper—but infinitely faster—it drops 
exactly two ounces (or whatever amount you desire) 
of syrup and flavoring into each can. The machine 
turns out 10 cans every second, ready for the final 
filling with charged water. 

You can profit from the experience of many pro- 
ducers who are using Pfaudler equipment for filling 
syrup and many other products. Speed . . . accuracy 
... and the easy cleaning for which Pfaudler equip- 
ment is famous assure you of fast, smooth production. 

To learn all the facts about Pfaudler high-speed 
fillers and other equipment for beverage plants, write 
today for your free copies of Bulletins 911 and 913. 


Yiaudler 


The Pfaudler Co., Rochester 3, N. Y. 


American Brewers’ Supply Co., Smithfield St., Pittsburgh 22, Pa.; The Lilly 
Co., 466-8 Union Ave., Memphis, Tenn.; Northwestern Extract Co., 216 
Broadway, Milwaukee, Wisconsin; Penrith Akers Mfg. Co., 1311 S. Fifth St., 
Minneapolis, Minn.; S. Riekes & Sons, 1402 Webster St., Omaha, Nebraska; 
444 S. W. Fifth St., Des Moines, Iowa; 1903 S. Flores St., San Antonio, 
Texas; 522 W. Douglas Ave., Wichita 12, Kansas; 211 So. Compress St., Okla- 
homa City, Okla.; 1612 First Avenue, Rock Island, Ill.; 5715 Manchester 
Avenue, St. Louis, Mo.; Buckner Equipment Co., 2532 S. Wabash Avenue, 
Chicago, Ill.; C. G. G. Schirmer, Box 181, Higganum, Connecticut; Wm. L. 
Tobias, 3508 Jackson Avenue, El Paso, Texas; S. Twitchell Co., Crestmont & 
Haddon Avenue, Camden 4, N. J.; Geller Balze Co., Inc., 161 E. 33rd St., 
New York 16, N. Y.; Consolidated Siphon Supply Co., Inc., 22-24 Wooster St., 
New York 31, N. Y. 
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Manufacturers are marketing this unique product 
at a price structure equivalent to a reputable brand 
of paint. 


Rubber Base Paint Resists Moisture, 
Acid and Alkali Conditions 


A high gloss coating that will stand up under 
service conditions which quickly destroy conven- 
tional enamels is offered by the Tropical Paint and 
Oil Co., Cleveland 2, Ohio. 

Called Metakote, this material especially formu- 
lated for bottlers, brewers, dairies, food and chemi- 
cal process industries, is based on rubber which 
is highly resistant to the many types of acid and 
alkali solutions encountered in the food and beverage 
industries. 

Boasting exceptional resistance to alkali, Meta- 
kote is a coating which will render better service 
on bottle washers than any of the usual oil-type 
high gloss enamels. The rubber base enamel may 
be applied over other paints which adhere firmly and 
are unbroken. The enamel is suitable for application 
to all metallic and nearly all non-metallic surfaces. 


Offer Comprehensive Lighting 
Handbook 


Bottlers plagued with problems of properly light- 
ing their plants will find much of interest in the 
new comprehensive handbook recently issued by the 
Pittsburgh Reflector Co., Pittsburgh 22, Pa. 

The handbook is “must reading” for men con- 
cerned with lighting problems and contains over 
1,000 photographs, drawings and tables 116 
pages of data covering fluorescent and incandescent 
lighting equipment and its scientific application in 
all types of installations. 

Bottlers and maintenance personnel may obtain a 
copy of the Pittsburgh Handbook by writing on 
their company letterhead. 


Du Pont Color Conditioning System 
Cuts Accident Rate 


Bottling plant managers seeking new ways to 
reduce accidents, improve morale and production, 
may obtain valuable assistance from the E. I. duPont 
de Nemours Company, Wilmington, Del. 

The value of the Du Pont Color Conditioning plan 
has been proved through hundreds of industrial 
applications. Scientifically selected paint colors, it 
has been found, have a subtle but positive effect on 
the mind. They improve morale and efficiency and 
result in lower operating costs, fewer accidents. 
fatigue are 
of color in 


eyestrain and 


intelligent 


In addition, lowered 


claimed through the use 
painting. 

Information concerning the Du Pont Color Con- 
from the company 


ditioning system is available 


without charge. 
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CONVEYORS 
; i , i iva? 
- 
a re ° 
IU} 2eC 
f 


—— LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up to 60 lbs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections and 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your 
trucks. Write for LITEWATE Conveyor Bulletin — 


General Offices: North St. Paul 9, Minn. 











Sales and Service in Principal Cities 


address Dept. NB-74. 


STANDARD CONVEYOR COMPANY 











¢ 
hampagne VE Bare 
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AT SCARTISTICALLY COLORFUL 


PU ARIE 


a PRICED LOWER THAN YOU THINK 


s HAS MAGIC EYE APPEAL - THAT ADDS TREMENDOUSLY 
TO THE IMPULSE-BUY-APPEAL 


° WT ae 


OUR SERVICE EMBRACES EVERY STEP IN THE DEVELOPMENT AND PRINTING 
OF YOUR LABELS, DECALS & POINT OF SALE DISPLAYS INCLUDING THE 
ORIGINAL DESIGN -FINISHED ART WORK & DELIVERY OF PRINTED MATERIAL. 


SPIELMAN COMPANY INC. 


161 LEVERINGTON AVE., PHILADELPHIA 27, PA. 
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Real Fruit® 








Flavors... 


WITH THE FUGITIVE 
AROMAS CAPTURED! 


You can improve your 
preduct amazingly—by 
use of FLAVOREX real 
fruit flavors. Our ‘‘Low 
Temp” process coaxes 
out and captures the 
very last drop of good- 
ness in the natural fruit. 
Those delicately elusive, 
but important, volatiles 
now are collected and 
entrapped in our real 
fruit concentrates... so 


FLAVOREX 


that all the full, rich, 
good taste goes directly 
into your product. 

Available—black rasp- 
berry, black cherry, 
grape,strawberry, black- 
berry, punch, lemon 
and orange—as real 
fruit pure concentrated 
juices. Or with other 
natural flavors for add- 
ed strength. Write for 
samplesand prices today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
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Developing Industrial 


and ‘Leisure Hour’ Sales 





A major weapon is advertising. The author outlines how basic 
principles are applied to develop these two important areas 
of sales. 


I0 wreenanc by itself cannot be expected to cap- 
ture industrial and leisure hour sales. Advertising 
is just one of the many machines that have to be 
hooked up in tandem to manufacture customers. 
Furthermore, the basic principles of advertising 
have not changed over these many years. I can at 
best only défine the problem and lay down some 
of the basic fundamentals. 

Before getting into my subject, let me define the 
two different marketing objectives that have been 
set forth. When we talk about capturing industrial 
sales, I am sure we mean getting beverage business 
at your big industrial plants—at your big offices 
and from the employees as they travel between their 
homes and their places of business. The second 
objective, leisure hour sales, is not in itself a differ- 
ent kind of business than we have been seeking 
all these many years. It implies the sales of our 
beverages for home consumption when our custom- 
ers are relaxing, seeking refreshment and enter- 
tainment, and going about the social end of their 


lives. 


by W. S. BROWN 


Director of Advertising 
Canada Dry Ginger Ale, Inc. 


Herein lies our greatest opportunity, because car- 
bonated beverages are definitely part of the Ameri- 
can way of life and much of our historic sales 
volume can be attributed to the fact that beverages 
always have been an instrument for promoting 
sociability and family or neighborly conversation. 
I make this point as opposed to the sales of our 
product for strictly thirst-quenching purposes. In- 
creased leisure hours open up an opportunity for 
the sale of carbonated beverages at playgrounds, 
State parks. Citizens are enjoying more and longer 
vacations and more actively participating in sports 
events, such as golf, tennis and boating. Increased 
leisure hours also mean more people in transit from 
their homes to vacation spots, highway stops, drive- 
in lunchrooms, tourist camps, etc. 

There are two ways the industry might approach 
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Merck Anhydrous Citric Acid will enhance the flavor of your 
carbonated beverages just as effectively as Citric Acid U.S.P. 
and, at the same time, save you money. Approximately 814 
per cent of water has been removed in forming the anhydrous 
product. Storage, shipping, and handling costs are 
correspondingly reduced. 


Merck Anhydrous Citric Acid 


Other Merck Products 
for the Bottier: 


Lactic Acid 
Phosphoric Acid 
Tartaric Acid 
Sodium Citrate 
Sodium Benzoate 
Mineral Salts 


vvvvvyyv 


58 


(DRY) 











MERCK & CO., INC. 


Manufacturing Chemists 


RAHWAY, NEW JERSEY 


tn Canada: MERCK & CO. Limited—Montreal 

















this new opportunity. One of these would be for 
the industry as such to do a cooperative job pro- 
moting carbonated beverages in competition with 
ice cream, candy, coffee, milk, fruit juice, beer, etc. 
This would provide a most interesting advertising 
assignment, but I think most bottlers would like 
to think in terms of a more individual approach: 
“How can I capture my full share of these indus- 
trial and leisure heur sales?” It is along these latter 
lines that I will try to develop my points. 


No Magic 


As I mentioned before, advertising by itself can’t 
do this job. There is no magic in advertising, unless, 
as someone has so aptly said, “There is magic in 
merchandising at the local level.” Advertising can 
perform its function only if several other and rather 
important factors exist :— 

1. The produc: must be right—it must be one 
that stands up under competition—that wins 
repeat sales—and that enjoys uniformity of 
quality. 

2. It must be packaged in a fashion to meet com- 
petition, and packages must suit the public 
need. 

3. It must be priced fairly—it must represent 
good value to the consumer, a fair margin of 
profit to the retailer, and an adequate gross 
profit to the manufacturer. 

4. Your product must have definite product bene- 
fits. These must be developed. They must be 
outstanding and they must be exploited. 

5. Distribution is important, too. Advertising 
cannot sell goods unless the product is readily 
available to the public. This is a selling job 
and must be accomplished before advertising 
can produce. 

The requisites of good advertising do not change. 
Regardless of the medium used, an advertisement 
must show the people a picture of what you are 
trying to sell them. It must tell them what it is and 
what it will do for them. It must remind them over 
and over again. And, very important, it must arouse 
their interest and confidence and really “Sell Them” 
on all of your basic product advantages. 

I might add that good advertising is always con- 
structive within the industry. It must be practiced 
on a continuous basis, and the product points must 
be told in a consistent fashion. 

Good, sound advertising is a proven tool of mar- 
keting—it is not a plaything or an extravagance. 
Advertising is an adjunct of selling and distribut- 
ing, and as such it must supplement these two func- 
tions and not be considered a thing apart from or 
separate from business itself. Every dollar spent for 
advertising must be measured against the sales and 
marketing objective. If these change, so must your 
advertising appreach. The new marketing objectives 
that we are discussing call for variations in our 
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familiar advertising techniques. Before taking these 
up, however, let me give you a few examples of 
major changes that have taken place in the business 
and point up the changes in our advertising practice 
that went along hand in hand. 


Concepts Changing 

Twenty-five years ago, carbonated beverages were 
a specialty item. They were sold primarily through 
drug stores and candy stores, usually pre-chilled 
and one or two bottles at a time, for immediate 
consumption at home. They were party-time items 
for Saturday and Sunday afternoons. People did 
not stock them at home in big quantities, and their 
ability to chill them was limited. Electric refrigera- 
tors for the home were brand new, if not almost 
unknown. Today, beverages are stock pantry items. 
They are in 8 out of 10 homes—they are bought 
in multiple units, primarily from super markets, 
and are taken home by the carton or the case. The 
net of this is that our in-store advertising has 
changed from the pretty girl 3-piece set window 
trims to mass display units built around floor stands, 
related item display, etc. 

Carbonated beverages, not so long ago, were 
strictly hot weather refreshments. They appeared 
in our stores in early spring and almost disappeared 
after Labor Day. Today, our twelve months sales 
curve has been substantially stretched out and we 
have big selling periods for beverages at the 
Thanksgiving and Christmas holidays—February is 
the party month—and Easter offers a big oppor- 
tunity for beverage sales. The net of this is that 
advertising now is a real 12-month job. The three 
months summer posting has changed from six to 
twelve months. Aggressive summertime radio spots 
have changed to 52-week television programs. 

Here is a third change that has taken place. At 
one time, small bottles, 6 to 10 ounce, were known 
as “ball park bottles.” They were strictly for away- 
from-home consumption. Today, these same small 
bottles are packed in 6- and 12- bottle cartons and 
24-bottle cases. These same small bottles are bought 
in big quantities from our super markets, and the 
popularity of the small bottle for home consumption 
has almost repaced the big bottle business. In to- 
day’s ads we show people buying our products by 
the carton or by the case—we tell them to keep 
plenty on hand, ice cold, at all times—we no longer 
use the famous old phrase, “Be prepared for unex- 
pected guests.” 

Here is a fourth point. It ties up well with the 
whole subject. We would not be discussing the possi- 
bilities of industrial sales if it were not for the 
development of the automatic vending machine. This 
opens up a brand new market. It requires some 
radical changes along the lines of revamped selling 
and delivery services. It requires an entirely differ- 
ent approach to price structure, too, because a new 


July, 1954 


Find Out How LIQUID 
Bottling Machinery 
Will Improve Your 
Beverages— Write For 
Complete Information. 


LIQUID Whirljet Spray Heads 
Centrifugal force breaks water 
into fog-like spray — assuring 
complete CO? saturation. 
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LIQUID DELUXE 
RECIRCULATING CARBONATOR 


More LIQUID Carbonators Are In Use Today 
Than All Other Makes Combined! The reason 
is simple . . . LIQUID’s Live Action, locked-in 
carbonation gives complete CQ», saturation at 
full operating capacity. 


From the 2,000 gal. per hour De Luxe Recirculat- 
ing Model shown to the 250 gal. per hour Red 
Diamond Model, LIQUID Carbonators will give 
your beverages a longer life...a more sparkling zest. 








Automatic Deaeration of 
Incoming Water through air 
snift needle valve. Absolute 
minimum of air insures sharp, 
lasting carbonation. 





LIQUID WATER 
REFRIGERATING UNIT 






»&”@ 

More LIQUID Water Coolers Are 

In Use Than Any Other Make. 
et, Temperature-perfect water... in- 
<4 stantaneously. Red Diamond Water J 


Refrigerating Units deliver a 
~, constant supply of water that is 
. precision-conditioned to 
absorb and retain more CQ). 
In capacities for every 
bottling operation. 
















CARBONIC CORPORATION 


3100 South Kedzie Avenue ° Chicago 23, Illinois 








‘sealing 
requirements? 


®@SURE PROTECTION 


Consumer satisfaction—the key to a 
successful business—depends on complete 
protection of the original quality of the 
beverage. CCS Crowns have a widespread 
reputation among bottlers and brewers as 
being unsurpassed for dependable sealing. 


TROUBLE- FREE 
» PERFORMANCE 


The efficiency of the sealing operation 

can determine the profit of the entire plant. 
CCS Crowns are known throughout the 
world for their smooth, trouble-free 
feeding on high speed bottling lines. 


More of them are used 
than any 
other kind! 


CROWN CORK & SEAL 
COMPANY, INC. 


BALTIMORE 3, MARYLAND 
RPA ADA 
Se | 











type of retailer enters the picture, requiring en- 
tirely different methods of service. You might ask 
what changes should take place in our advertising 
to increase industrial sales. I would like to say that 
the basic principles of advertising will not change. 
You will still want to “Show ’em—tell ’em—remind 
*em—sell ’em.”” You may do it a little differently, 
however :— 


1. You still will have to show them what your 
product looks like. It will have to be a good package 
for the purpose—easy to handle and easy to remem- 
ber. You still will have to show it in your news- 
papers, on your billboards, through television and 
display. I think you also will find yourself showing 
the package, ice cold and ready to drink, on the 
faces of your vending machines—what would be 
more persuasive if package display is a generally 
effective tactic? 

2. You will have to tell them what it tastes like 
and what it will do for them and why they should 
drink it at rest periods and for lunch. You will, 
however, be doing this in the light of this new 
sales opportunity, and you will be showing in your 
ads working men and women in overalls in the 
background of a factory setting. You will be show- 
ing secretaries and clerks in the atmosphere of 
office work and not in afternoon tea dresses. You 
will be showing pictures of people drinking your 
product en route between their homes and their 
jobs. 

3. You will have to remind them just as always, 
except you will be putting your 24-sheet posters as 
near the factory entrance gate as possible—just 
before they enter the premises. You will probably 
be reminding them with changeable signs on your 
vending machines instead of in-store windows, and 
you may be having a sales talk recorded and auto- 
matically played as the prospect in the plant steps 
up for a quick refreshment—the same as you have 
tried to sell goods with demonstrators in food stores. 

4. You will have to sell them. You will have to do 
those things that keep people buying and using 
your products at home. You will have to sample and 
coupon and keep your broad distribution. You will 
have to keep your name and your product in good 
repute in the market. With no one to push your 
product at the factory lunchroom, it will have to 
be known and preferred beforehand by these work- 
ers in preference to other drinks that may stand 
beside yours in industrial locations. This pre-selling 
will help you in competing with others for the 
number of machines per plants and the choicest 
locations. 


Factors To Consider 
Beverages are food products and you must con- 
stantly strive for purity, wholesomeness and uni- 
form quality. Your packages will be measured for 


not only their attractiveness but their inherent sani- 
tary attributes and their convenience. Possibly, you 
will have to increase your variety in order to com- 
pete. A package most suitable for home consump- 
tion may not be the most suitable for sale in amuse- 
ment locations and in your park systems. The prob- 
lem of distribution will be always with you and you 
will have to think in terms of new types of outlets. 
You will have vending machines for the bottle and 
you may have vending machines for your cartons. 
You will be competing with each other for adequate 
stocks and displays in our super markets that get 
bigger and bigger. You will have to think in terms 
of new cases and cartons—cans—and home delivery 
services. 

Few recognize advertising as a proven tool of 
marketing and therefore as necessary to a healthy 
and prosperous business as bottling machines and 
delivery trucks. You will approach it in the same 
intelligent fashion as you do these two big parts 
of your business. You will at the beginning of each 
year establish sales objectives by months and by 
quarters and by types of accounts. Having done 
this, you will prepare your advertising budget at 
two levels—the first will be the estimate of adver- 
tising expenditures necessary to hold your present 
volume. This we might call defensive. Then you will 
budget an additional advertising expenditure that 
will enable you to move forward, increase your 
business and capture your share of the new volume 
that is being developed. The more intelligently you 
work in this direction, the more need you will have 
for market research. You will want to know more 
about what your prospects think of your products 
versus your competition. You will want to know 
their reactions to your new packages. You will want 
to know more definitely your present share of the 
total volume and to what extent you are accom- 
plishing your sales objectives. Advertising as a tool 
of business is more important today than ever, and 
you will therefore have to use it as efficiently and 
as intelligently as your comnetition in order to make 
progress for your brand. 

As a closing thought, but along the same general 
lines, advertising is not a plaything or just a neces- 
sary expense. It becomes more technical and more 
professional each year. My suggestion is that if 
you are handling a licensed product, you should 
follow as nearly as possible the programs and rec- 
ommendations of the parent company. These pro- 
grams are carefully developed by skilled technicians 
and the chances are they all,have been pre-tested. 
My suggestion is that you should not let your wife 
or your daughter or your companion on the golf 
course run your advertising. If you are a bottler 
of private trade name products, and therefore do 
not have available to you programs of the nationally 
licensed brands, you should not try to handle the 
advertising in your spare time. If your business is 
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big enough to warrant having your own advertis- 
ing agency for consultation, sign up with the best 
one in town. If you do not feel your advertising 
budget justifies this arrangement, hire someone, 
even though he may be young and somewhat inex- 
perienced, and let him be your advertising man. If 
it is his major responsibility and if he is faced 
with solving the problem from day to day and every 
day, chances are he will stay on the beam and do 
a good job for the amount of money you give him 
to spend. 

There is one more point—advertising in the car- 
bonated beverage business is not too different from 
the soap or the cereal or the canned foods business. 
It must be considered as both a staple food item 
and an impulse item. Competition is keen not only 
within the industry itself, but also in the broad 
field of consumer goods. Advertising is as much a 
part of your business as formulas, machinery main- 
tenance, and competitive selling and delivery ser- 
vices. The basic principles of advertising do not 
change. 


C. B. I. Bottlers Tie In 
With “Caine Mutiny” Publicity 


Member bottlers of the Carbonated Beverage In- 
stitute are all set to promote “The Caine Mutiny,” 
the new Columbia Picture, coincident with its re- 
lease all over the country, via posters and bottle 
toppers. This is another in the series of accomplish- 





POSTERS AND TRUCKSIDE DISPLAYS 

Carbonated Beverage Institute bottler 
members joined in the mutually-advan- 
tageous promotion to plug “The Caine 
Mutiny” with posters showing May Wynn, 
female lead in the film, holding a refresh- 
ing carbonated beverage bottle. Other 
tie-in promotions are in preparation. 
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when speed really counts... 























give you 


LONGER, FASTER RUNS 


Right now at the height of the busy season is when long, fast runs count most. It’s 
also the best time for you to observe the superior performance of CCS Crowns. 


Run them exclusively for several weeks. See if they don’t give you fewer stops, 
more cases per day, lower cost per case. The longer you run, the faster 







Thousands of bottling shop superintendents have proved to 
themselves that CCS Crowns are the most satisfactory on every 
count. That’s why in 1953, as in every previous year, more 
CCS Crowns were used than any other kind. Crown Cork & Seal 
Company, Inc., Baltimore 3, Md. 
Originator and World’s Largest 
Maker of Crown Corks. 








you run, the more you'll appreciate their superior performance. 











4A New Sewtee 


Ask your Crown Representative 
about the advantages of 


PALLETIZED 
SHIPMENTS 





Crown manufacturing plants at: BALTIMORE * ST. LOUIS * DETROIT + SAN FRANCISCO * LOS ANGELES * BIRMINGHAM (Leeds, Ala.)-now under construction 


Branch Warehouses Throughout the Nation 















=~ Talk about service —we even help you plan 
ahead!” exclaims your Flo-Sweet Engineer. “That's 
why, when you use Flo-Sweet, you get greater sat- 
isfaction at every step. From the time you first con- 


FORMULA CONVERSION 
Flo-Sweet specialists readily 
convert your present dry sugar 
formulas to liquid. 








sider liquid sugar, during equipment layout and 
installation, up through carefully timed deliveries— 
the Flo-Sweet technical staff is at your service. Here 
are six important ways they can help you save.” 


RESEARCH 


Flo-Sweet laboratory technicians 
have long experience in 

helping customers solve 
problems involving sugar. 





SUGAR SYSTEM LAYOUT 


Flo-Sweet engineers’ quarter 
century's experience with 
liquid sugar systems saves 
you time and expense. 
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Flo-Sweet’s huge storage 
facilities free you from carrying 
costly sugar inventories. 













SPECIAL EQUIPMENT 

Design and installation 

of special sugar handling and 
processing equipment are routine 
procedures for Flo-Sweet engineers. 


SERVING INDUSTRIAL 
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SUGAR 


DELIVERIES 


Flo-Sweet has set the pace 
for the industry in prompt 





liquid sugar deliveries. 








There’s excitement and drama in the history of liquid 
sugar! Get the inside story in “Pursuit of an Idea”— 
write for your free copy today. 





Distributed from Yonkers . Pittsburgh .« Toledo . Detroit 


REFINED SYRUPS & SUGARS, Inc. 


YONKERS, NEW YORK 
USERS EXCLUSIVELY 





ments made possible by cooperative action through 
the Carbonated Beverage Institute. 

The members of C. B. I. in principal cities 
throughout the United States will feature a full- 
color 22” x 30” poster showing May Wynn, female 
lead of the film, holding out a refreshing carbonated 
beverage bottle. Each poster carries a different 
label bottle, identifying the various members accord- 
ing to the territory. 

Morton M. Klein, executive secretary, believes 
that tens of thousands of the bottlers’ outlets around 
the country will display these posters and bottle 
toppers. In addition, many of the C. B. I. members 
plan 24 sheet posters, newspaper ads, and TV com- 
mercials using the May Wynn art and “The Caine 
Mutiny” credits. 

Members of Carbonated Beverage Institute par- 
ticipating in this promotion are: Miller-Becker Co., 
Cleveland, Ohio; Feigenson Brothers Co., Detroit, 
Mich.; Golden Age Beverage Companies, Akron and 
Youngstown, Ohio; Country Club Soda Company, 
Springfield, Mass.; Roberson’s Beverages, Washing- 
ton, N. Carolina; Jacob Ries Bottling Works, Minne- 
sota; Empire Products Corporation, El] Paso, Texas; 
Canfield’s Beverages, Chicago, Ill.; Booth Bottling 
Company, Philadelphia, Pa.; Suburban Club Car- 
bonated Beverage Co., Inc., Baltimore, Md.; Sol 
Lenzner Corporation, Buffalo, N. Y.; Miller Bever- 
ages, New Brunswick, N. J.; George Schneider & 
Company, Brooklyn, N. Y., and Rotella Beverages, 
Newark, N. J. 





Picture Parade ...... 





Its an old Texas custom to place your brand on your 
cattle, horses, saddles, boots, and Bob Scarborough of 
Jasper, Texas, believes in following tradition. 
Scarborough, however, has no cattle, horses or saddles. 
He does have a brand, though. And cowboy boots can be 
purchased, even though one doesn’t own any cows. 

So with the annual Jasper Stock Show and Rodeo coming 
up recently, Mr. Scarborough—a 7-Up distributor in Jasper 
—went to H. J. Justin & Sons, Inc., of Fort Worth, the 
Southwest's oldest manufacturers of cowboy boots, and 
ordered a pair of boots for himself and his wife—with his 
brand on them. 

The boots were custom-made with the 7-Up insignia—a 
white 7-Up and bubbles on a bright red background— 
on each boot front. 
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“IT'S HERE! 


The RC PICNIC 










ROYAL CROWN COLA...perfect for picnics! 


Another illustration of the powerful food promotion point- 
of-sale material recently launched by Royal Crown Cola. 
Popular Robert Q. Lewis is featured in this “RC Picnic 
Parade” which sells RC along with picnic foods. The 
free display material is available from Royal Crown Cola 
salesmen to help stores tie-in with the campaign. 





SOFT DRINKS FOR STOCKHOLDERS 











Pepsi-Cola Co. of Albany dispensed some 6,000 free 
tles of Pepsi-Cola to New York Central stockholders in 
Albany, N. Y., where they gathered to attend their com- 
pany’s annual meeting. Under the direction of R. F. Pirro, 
Pepsi-Cola sales manager, a large bus was converted to 
a refreshment stand. Decorated with balloons and ban- 
ners, it was kept standing near the armory. 





MASON’S MULTIPLE UNIT PACKAGE 








This multiple unit container holding 6 flat top cans was 
selected by Mason's Root Beer after an extensive market 
study. 
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Still 


Growing! 


Canned soft drinks continue to grow in popu- 


larity. Leading their rise in a majority of markets 


are those brands sold in the patented Dacam 


carry-home carton. The reason is simple. You get 


a superior carton packaged at less cost. Cartons 


from Old Dominion Box Company. Automatic 


cartoning machinery for either flat or cone top 


cans from Dacam Corp. No capital investment 


is required; the machinery comes with your car- 


ton order. Your inquiry is invited. 








Dacam Sales Division 


CHARLOTTE, NORTH CAROLINA 














































































































Non-Returnable \ 
Bottles \ 


Cost and Profit Wise — None Can Compare , + 
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lets them see what they buy 


There are a lot of reasons why beverage manufac- 
turers, retailers and consumers prefer GLASS to 
any other form of container. Attractive labeling...taste 
appeal...economy and convenience...sales on sight! 
These are just a few of the advantages of glass...and 
of Glenshaw Non-Returnable Bottles, in particular! 


Glenshaw Glass Co., Inc. Glenshaw, Pa. 


Glenshaw 
Botties 
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Canada Dry Elects 
W. M. Collins and R. O. Nims 


Wilbur M. Collins, formerly vice president and 
general sales manager of Canada Dry Ginger Ale, 
Inc., has been elected president of the company’s 
Canadian subsidiary, Canada Dry Limited, and also 
president of Canada Dry International, Inc., the 
company’s subsidiary for foreign licensing. 





WILBUR M. COLLINS RALPH O. NIMS 





Directors of the company also elected Ralph O. 
Nims to become vice president and general sales 
manager for U. S. company-owned carbonated bev- 
erage operations, succeeding Mr. Collins. Announce- 
ment of the changes was made by R. W. Moore, 
president of the American parent company and 
chairman of the Canadian company. 


Seven-Up Company Orders 
Temperature Reports 


The Seven-Up Company, through J. Walter 
Thompson Advertising Agency, has ordered a “pack- 
age” of 40 temperature readings a week for 26 weeks 
beginning July 1, it was announced by Henry Unter- 
meyer, sales manager for WCBS Radio. The read- 
ings will be spotted throughout the day on a seven- 
day-a-week basis. 


Twelve Bottlers Win 
Nesbitt's Quality Contest 


Engraved gold wrist watches have been awarded 
to twelve production men responsible for winning 
Nesbitt’s 1953 Quality Contest. 

In announcing the winning plants, John T. Hun- 
saker, vice president of the Nesbitt Company, stated 
that the contest was conducted by sales districts and 
that all Nesbitt’s bottlers competed. 

The twelve watches have been awarded to the 
following production men for outstanding quality: 
Paul A. Schmidt, North Bend, Oregon; Bob Pales, 
Los Angeles, Calif.; Ray H. Timbers, Gering, Ne- 
braska; Charles T. Jett, Madisonville, Texas; H. R. 
Sisson, Columbus, Miss.; Wendell Stewart, Salina, 
Kansas; Arthur Riemen, Council Bluffs, Iowa; Otto 
Ernst, Milwaukee, Wisconsin; John Williams, Lud- 
ington, Mich; Arthur Winningham, Clarksville, 
Tenn.; Mrs. Ann Crist Cattaruza, Falls Mills, Va.; 
John Kushner, Central City, Penn. 


National Bottlers’ Gazette 





ms — SY a —" 


—_— 





>. -—_ on we nae Ge aoe Ge aoe 2h oe Gh aoe ak a 2 a os oe oe 2 oe 4 ee ee 


man of ££ Go of A 








- 


ee ws 








Carside Service Window 
Boosts Beverage Sales 


Orunve in a Cleveland, Ohio, Kroger super- 
market was this method of selling chilled soft 
drinks, handling returns, and dispensing potato 
chips, pretzels and ice cubes—outside the store! 
Used in more of the giant shopping marts, this 
plan would not only greatly increase sales for the 
stores and the bottlers, but reduce the problem of 
handling empties. 
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This drawing shows the layout of the Kroger “outdoor” 
beverage department. Key letters are explained in the 
text. 
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On one side of the building, adjacent to the park- 
ing area, there is a covered walkway (dotted area) 
which includes pickup space “A” for bundles by 
car, sales area “B” for flowers and outdoor house- 
wares, and at the rear a “store front” with Dutch 
door window “‘C’”’ where soda, beer, ice cubes, potato 
chips can be bought at carside without delay and 
without going into the store itself. 

To the right of the outside service window is 
another service window “D” at rear of the store. 
Bottle refunds from inside and outside the store 
are all handled at this point. Stock displays, warm 
and cold, are within the store areas adjoining this 
window. Outside customers are served with any- 
thing desired direct from stock in this room “E.” 

The clerk on duty reported that the outside ser- 
vice window is very popular with customers. At the 
time visited, the store had been open about four 
weeks and was doing approximately $500 weekly 
volume on the items mentioned. This was in addi- 
tion to the sales that passed through the checkout 
stands. 
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These Carry-Home Cartons are adapt- 
able to all soft drinks—printed in your 
own colors, with your own designs and 
trade-marks—or in special designs cre- 
ated by Gardner artists—really custom- 
made! 


Gardner Quality Carry-Home Cartons 
are exceptionally sturdy—constructed 
for multiple re-use on white, clean board 
that makes colors sparkle. And it’s a 
satisfaction to know that they are made 
by one of America’s largest, oldest 
packaging specialists— with five plants 


strategically located in mid-America, 
and backed by more than fifty years of 
specialized experience. 


NAME 





4 hike GARDNER QUALITY 


CARRY -HOME CARTONS 


Proof of all this is no further away than 
the coupon. Mail it today. 


THES. BOARD AND CARTON CO. 
Please send sample and prices of your ; 


() Six 6-0z., and 7 oz., returnable Carry-Home Carton 
00 Six 10-0z., and 12-0z., returnable Carry-Home Carton 
(© Have a Gardner representative call. 


Type of beverage for which Carton is intended 


Guotation, indicating quantities im Which you purchase.) 








FIRM 


















The Why and How of 
Chain Conveyor Lubrication 


@ Eight basic types of lubricants available 
@ Advantages and disadvantages of each 
©@ Applications and operations 

® Bottling shop practice 


by LAWRENCE W. PECK, 
Peck Products Co., St. Louis 





Bottle conveyor chains run at high speed, need constant lubrication for smooth 
operation, reduction of wear and greater efficiency. 





Since the close of World War II developed that is faster, more efficient, instead of plated iron. Speeds have brought out the fact that lubricants 
rising costs in the bottle shop have and better in design than prewar been increased from 150 to 200 feet would have to be changed to meet the 
made it a necessity to reduce costs by equipment. per minute for plated chains to 300 to conditions imposed by these new 
getting more production from existing Conveyor chains are no exception. 400 feet per minute for the new stain- standards. Old style lubricants have 
equipment. New machinery has been Plates are now made of stainless steel less steel plates. Higher speeds become obsolete and unworkable in the 


For a Better 
|Buy 











CAN YOU AFFORD 
NOT TO HAVE A B-1 FRANCHISE 


@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 

@ What Do You Think of the Potential Two, Three, Five Years From Now ? ? ? 

@ Will This Increased Lemon-Lime Volume Come From You or Your Competitor ? ? ? 
@ A B-1 Franchise Will Best Equip You to get a Substantial Share of the Growing Lemon-Lime Business. 
@ Available in 7 oz., 10 oz., 28 oz. or All Three Sizes As Your Local Situation Demands. 


YOUR TERRITORY MAY BE OPEN. FOR DETAILS WRITE, WIRE, PHONE Specify G aco T u f b j It 


B-1 BEVERAGE CO., 2301 Hampton Ave., St. Louis, Mo. | Beverage Cases 


BETTER APPEARANCE .. . a difference you can see 
CUSTOM-BUILT . . . to solve Your 


. is a part of every Gaco Tufbilt Beverage Case. 
Bottle Washing Problems.... 



























Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
| Gaco Case a completely solid finish for improved 

luster, durability. Send us your order today . . . see 
| why Gaco Tufbilt Cases 


Bottle washing problems differ. That's why NIAGARAS are ‘'custom-made''. 


Our 25 years of specialized experience enables us to build washers that 
are guaranteed to do the job you need . .. Ask any satisfied Niagara Standard L ©] ©] K B E T T E R 
customer! 


NIAGARAS are expertly designed and engineered with these important 
features: Can handle any size from 4 oz. to 5 gallon; No jets to clog; 


| | replacement parts. LAST LONGER 
solution renovator filters water every few minutes and discharges con- 
tamination; Two compartment; makes its own rinse pressure; saves water. 


Aco 
Completely welded, no castings, no breakage. 


NIAGARA sore WASHER MFG.co. Gites, POA BEIT 


in many sizes and capaci- 
225 First Street Toledo 5, Ohio 











CIDEON MISSOURI 





ties. 
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new set-up. The problems of high 
speed conveyor lines are; incomplete 
lubrication (dry spots) (not enough 
material on the line) ; scrum build-up 
(stickiness); excessive foaming +o 
ruin labels and cartons; and, excessive 
foaming to cause safety hazards on 
the floors around the equipment. 


8 Types Available 


The basic types of lubricants that 
are used today are: hard green bar 
soap; glycernized bars; white castile 
bar; liquid soaps; liquid lubes (soap 
and synthetics) soft paste soaps; hard 
jell lubes and a newcomer to the field 
—hard jell lube with special foam con- 
troller. 

A look at each of the above with its 
basic makeup; advantages and disad- 
vantages will show the characteristics 
of each. 

Green bar soap has been used for a 
long time in many bottle shop con- 
veyor systems. It is made of tallow 
and other oils which are saponified 
with caustic soda. They run from 50 
to 65% anhydrous soap. The green 
color is added artificially during the 


uP TO 60% 
NY 


OF CO, cost 


“crutching” operation. Green bar soap 
is best for use when racked and aged 
before use on the conveyor chains. 
Green bar soap is cheaper to use than 
the other lubricants due to the rela- 
tively lower cost of its ingredients 
(usually tallow); however, it is sub- 
ject to a widely fluctuating price due 
to the price of tallow during the year. 
The disadvantages of green bar soap 
are: maintenance men can either re- 
move or put the bar on the line caus- 
ing too much foam on the line or dry 
spots, which means too little lubrica- 
tion. One important disadvantage 
with green bar is the scum, which is 
insoluble; it is formed on the chains 
due to hard water conditions and re- 
actions of an acid nature due to broken 
bottles on the lines. The scum becomes 
caked on the linkages and between the 
plates of the chain. The plates and 
linkages must be scraped and 
scrubbed more often with this type of 
lubricant. This scum causes the bot- 
tles to stick and jump on the chains, 
often causing unnecessary breakages. 

Glycernized bars are essentially the 
same as green bars except for approxi- 


mately 142% more glycerine which is 
added during the crutching and color- 
ing operation. This gives a little 
smoother foam action and a little fast- 
er weardown during the contact be- 
tween the bar and the chain. It also 
makes a little more soluble bar. Its 
disadvantages are the same as the reg- 
ular green bar. 


White castile bars are cold-made 
pure coconut soap bars with about 
10% more anhydrous value than the 
other type bars. They are not subject 
to the scumming conditions that is 
characteristic of the green bars. Ex- 
cellent foam for quality lubrication is 
an inherent feature of these bars. 
Their chief disadvantage is their cost, 
which is due to the high cost of coco- 
nut oils themselves. For long line lu- 
brication with high heavy foam the 
castile bar is excellent. 

The liquid soap conveyor lubricants 
are made up of two classes. Pure oil 
soaps and fatty acid soaps. The pure 
oil soaps have more body to them and 
hence give better lubrication in the 
long run. The liquid soap lubes are 
usually diluted with water from 16 to 


1 to 10 to 1 ranges depending on the 
location to be lubed. These are usually 
applied in three different manners. A 
drip type oiler is used which is ad- 
justed by hand before every run and 
closed after each run. The second is 
the so-called drag box in which the 
conveyor chain is actually dragged 
through the mixture. The third is 
the roller box application which is op- 
erated by the conveyor chain itself. 
The disadvantages of these systems 
are: dirt and labels may drop into the 
boxes during the chain run or im- 
proper placing of the boxes to begin 
with. The drip oiler type is often left 
on when the chain stops and hence, 
causes too much lubricant to build up 
on the line or on the floor, causing 
waste. 

Their chief advantages are that 
liquids are easier to handle and can be 
controlled for the amount of foam 
wanted. Dilutions can be made ahead 
of time. The roller box arrangement 
is of course automatic and will operate 
only when the chain is in operation. 
With its perforated periphery only 


the correct amount of lubricant is put 


FAST, COST REDUCING CASE HANDLING 
MACHINES For Soft Drink Canners 


A-B-C Completely Automatic 


USE DRY ICE CONVERTERS 





Unloader and Unscrambler 


Soft drink cans are unpacked and unscrambled 
from corrugated shipping case without hand labor 
with the A-B-C Automatic Unloader and Unscram- 
bler. Operation is fast, accurate and always 
dependable. 











Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 


CORPORATION 
Dept. C., Box 1652, Tulsa, Oklo. 


DRY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 
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labor costs. 








SHORT CASE SEALER— 


. « » Automatically glues, folds and seals either for 
or both top and bottom flaps of shipping cases 
in one operation. Made in eight models to fit 
any production requirement. Hot air heaters dry 
the glue in one-half the time (optional equip- and 
| ment). Speeds up to 40 cases per minute. The 
| A-B-C Short. Sealer requires only 1/3 the floor 
space of old type sealers. Saves time and reduces 


A-B-C PACKAGING MACHINE 


- QUINCY, 


Write 


Details 


Floor 


Plans 





ILLINOIS 


CORP. 






ONLY THE A-B-C UNLOADER AND UNSCRAMBLER IS 
COMPLETELY AUTOMATIC 













Better production- proven ma- 


chines for faster, lower cost pack- 
aging. (Case Sealers, Short Case 
Sealers, Side Sealers, Hand Gluers) 


on the chain at full coverage rate. 
The drag box is wasteful in that too 
much lubricant is dripped off on the 
floor or left on the chain to cause 
scrum. Liquid lubricants employing 
both soaps and synthetics are superior 
to regular soaps in that they not only 
lubricate the chains but also keep them 
clean. Their application is exactly the 
same as the liquid soap lubricants. 
Paste soap lubricants main advan- 
tages are the savings made possible 
by not paying freight on water. The 
soft pastes run from 35% to 45% in 
anhydrous values. The hard pastes run 
from 60 to 65%. These paste types are 
usually dispensed through so-called 
barrier, or reservoir, type drip boxes. 
About one third of the box is sepa- 
rated by a screen barrier into a dilu- 
tion chamber. The paste or jell lube 
is put into the other 24 and water is 
allowed to run over it; the dilution 
builds up in the open chamber and 





line from drip point to end of line or 
to dead plate. The higher the soap 
content the slower the dilution and 
hence more milage from each pound 
of soap. A 65% lubricant has given 
up to 75% more lubrication than a 
lower 40-45% base material at approx- 
imately 20% more cost to start. Paste 
soaps are manufactured from pure 
soya bean or corn oils and caustic 
potash. They are jellies from 35% to 
60% and then go into a semi-solid 
stage. The semi-solids will dissolve 
more slowly than the jellies. Potash 
lubes made from straight fatty acids 
sometime cause scums to form under 
adverse water conditions. Their dif- 
ference in price does not warrant their 
use where this condition may exist. 


Latest Development 


The newest entry into the fields of 
conveyor chain lubrication is the hard 








num foil label, foam has become a big- 
ger problem than ever due to the 
etching characteristics of the foam. 
Being alkaline in nature it will cause 
black spots on foil labels. The foam 
controlled lubricant can also be used 
on can lines hence reducing the wear 
and tear on conveyor lines. With such 
a low foam on the lines no excess foam 
can be left on the can. 

With the many new pieces of equip- 
ment being installed in the modern 
bottle shop it would be well to con- 
sider the lubrication questions con- 
nected with it so that the proper lubri- 
cation will be used, automatic case un- 
loaders; washers and soakers; fillers; 
pasteurizers; labelers and casers all 
present a problem that can be an- 
swered with the proper lubricant ap- 
plied in the proper manner. Wet and 
dry spots on the same line must be 
solved before the correct lubrication 
ean be recommended. 





ence between profit and loss in today’s 
modern operations of high cost and 
greatly increased competition. 


Penalty Box Pays Off Weekly 


Efficiency and attention to detail by 
salesmen has been substantially im- 
proved at the Dr. Pepper Bottling Co., 
Greensboro, N. C., since Manager 
Charles E. Kempton installed a locked 
coin box on one wall of the salesmen’s 
room. 


Painted with an appropriate notice, 
the box calls for a 25-cent contribu- 
tion by every salesman who comes in 
late, fails to enter his sales on the 
board each day, and several other 
similar details. 


Each Friday afternoon, the contents 
of the box go to the salesman who has 
scored the highest percentage of in- 
crease in the previous week. 


First week the box was up, reports 
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runs on to the lines through an over- semi-solid jell-lube with the special Bottling today is a science and with Mr. Kempton, the winning salesman Cla: 
flow arrangement. The amount is con- foam controller. When used in the bar- the aid of science it will go forward took home more than $3 in quarters— phon 
trolled either by controlling the inlet rier type box only a thin film of foam to even greater speeds and production but after half a dozen weeks, the truc 
or the outlet. Proper control means is left on the line giving perfect lubri- records. Speedy, clean, and efficient “jackpot” has decreased to an average Se 
that adequate lubricant can cover the cation. With the advent of the alumi- bottle shop operation spells the differ- of 50 or 75 cents. 
K ; a : 
@) U $ © | SPECIAL 
e @ & e@ @ 
ELECTRIC AND ICE e or STOCK 
- : a _ na 
: MODEL WILL INCREASE SALES 
1400-wWD * 
ELECTRIC 
FOR YOU : | 
- K every day—every month—for over a quarter of a century... | 
QUIKOLD coolers have increased sales of bottled drinks! Invit- | 
ing appearance, easy accessibility, just right cooling for | 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put - 
QUIKOLD coolers to work increasing sales for you too? 
STANDARD OF QUALITY FOR OVER 26 YEARS ! | For more than 20 years a reliable 
It pays to offer your outlets the rt 4 supply - precision- 
very best—the pioneer, proven i ~ ~~ ~~ ~~~ ~~ | made...handsomely 
QUIKOLD line that’s engineered MAIL COUPON NOW FOR {4 | lithographed oo 
ae at ae COMP LETE D ETAI i & i | CROWNS for the —_— TUR 
; Gentlemen: | bottling industry. crew caps Port: 
eg ice and Without obligation please send complete information o | sig Y from 18mm cont 
—- and prices on all QUIKOLD models. : to 89mm. Turk 
plic« 
I) NAME 7 p ‘a N N fecti 
i 125 | 
e — i | CORK & CLOSURES, INC. 4 th 
CITY STATE 1 | 1155 Manhatten Ave., Brooklyn 22, N. Y. s 
| EVergreen 9-4416 pecinge 
ee —# to p 
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GAS-POWERED FORK TRUCK... 


; 
Hi 


| 








Clark Carloader-model fork trucks shown above, combines 
a torque converter with a simple constant-mesh transmis- 
sion, makes it possible to operate a gas-powered fork- 
truck with three simple controls. 








TURBO ANNOUNCES NEW STEAM CLEANER 


Portable and with automatic water level and pressure 
control, the Spontane Steam Cleaner, manufactured by the 
Turbo Machine Co., Lansdale, Pa., has wide cleaning ap- 
plications including, degreasing, sterilizing and disin- 
fecting. The unit operates at steam pressures from 80 to 
125 psi, independent of city water pressures. Construction 
of the Spontane reduces the hazard of fire to a minimum. 
Cleaning compound is mixed by agitation in the heated 
water( 180 degrees F.); dissolves thoroughly and rapidly 
to provide maximum detergency. 
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WORLD 


Tandem 


LABELER 


that is why 
wherever good 


beverages are 
bottled 


THE TREN” 


Quality and quantity label application presented no 
problem to Pepsi Cola Metropolitan Bottling Co. of Long 
Island City when they launched Schweppes Quinine 
Water on the American market. 


This triple Tandem provides both — fine quality labeling, 
ample capacity — plus the added assurance and economy 
of uninterrupted production. 


The Tandem Labeler applies body labels, neck labels, and 
foil whenever desired, simultaneously and at full bottling line 
production at all times. When demand expands additional 
Tandem units are readily added. When any one Tandem unit 
is shut down for inspection or service, the others 
take the full load. No traffic jams, 

no production losses. 


I? 


ECONOMIC 
MACHINERY COMPANY 


SCHWEPPES 
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!_/ ~ | Modern Materials Handling Methods 


Make your’ nete —~ -~Y a Reduce Crown Manufacturing Costs : 
Mave move... ; 








i. 
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MODERNIZED MATERIALS HANDLING BOOSTS : 
EFFICIENCY con 
Using an Automatic Transporter electric industrial truck, bot 
one man services a battery of punch presses at the Crown Six 
Cork and Seal Company’s main plant in Baltimore. Mech- har 
anized equipment, such as this, replaces formerly used out 
manual lift jack. Transporter moves and places into auto- a 
. Li : matic feeder a 2,400-pound load of tin plate for stamping al 
. : ~ Miele en into crown caps: Older methods required two men, to the " 
CASE uieMatic . ; present one. boc 
: — eS ; pal 
CLEAN CASES | Sin 
7 ncnzasen production in less time and at reduced let 
costs is a goal of all business. “y 
re) 


How these benefits were acnieved by replacing 
manual handling of goods with modern mechanized 
equipment is the story of materials handling at the 
Baltimore plant of Crown Cork and Seal Company, 
Inc., international manufacturer of the familiar bot- 


tle caps widely used to seal beverages, food and 
dairy products. 


> CASEE CARTON To meet a constantly expanding business, more 
PACKER efficient methods of handling materials to and from 
production lines were instituted. 

Four-wheel, manually pushed trucks used in 
Crown’s receiving department, 2nd manually-oper- 
ated hand lift jacks used in production areas were 
replaced by modern, mechanized industrial trucks. 
These included eight operator-led battery-powered 
units manufactured by the Automatic Transporta- 
tion Company, Chicago. 

As a result, greater efficiency and reduced man- 
hours have been effected by Crown. In the Receiv- 


MM t LLE R ee Y Te R a? © OM P A N VY \Y7Y ing Department, incoming raw materials (such as 
4 em, 2,4, 7 glue, paper, cartons, wax, etc.), are unloaded from 





Manvfacturers of Miller Hydro Bottle Washers ¢ Miller Hydro Y tY Jy Doe ced ae Pes: nee ; , eas 
Case Packers @ Miller Mydro Bottle Conveyors « Miller- eo Satnbridge, ety UY Y Z trucks on to pallets by a four-man gang, and are 
area aaia / oneal gg os gern Sige a aly ene wap iis lt jensen cts | 4, routed via an Automatic Transporter to the “Spot” , 
ro Tr € ecaser: . - . “ aah am a ® F m 
. Cleaners ~ arene 0c ve ' department on the fourth floor. Loads handled range tg 
up to 2,000 pounds. box 
Ret 
bot 
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How to Establish an Efficient 
Bottle Handling System 


’ 


“Handling Empty Deposit Bottles,” an industry 
report on the handling of deposit bottles for soft 
drinks and beer, which was prepared by the Mer- 


| 
| 
| 
| 
| 
| 
| 
| 


chandising Department of Owens-Illinois, has re- | 


cently been made available to retail food outlets 
throughout the country. 

“Handling Empty Deposit Bottles” is a 45-page, 
illustrated booklet which contains suggestions on 
improved methods for handling returnable deposit 
bottles in food stores. Its purpose is to show food 
retailers steps which can be taken to obtain maxi- 
mum profits from the sale of items packaged in 
deposit bottles. 

The booklet discusses the principal problems in 
connection with the establishment of an efficient 
bottle handling system and then describes in detail 
six basic routines which have been developed for 
handling these problems in various types of food 
outlets. Each of the basic layouts is illustrated by 
a diagram. 

The booklet is a revision and improvement of a 
booklet by the same name which was originally pre- 
1944. 
Since that time, 64,000 copies of the original book- 
It has 
most complete digest of information on the subject 


pared and distributed by Owens-Illinois in 


let have been circulated. remained as the 


of bottling handling up to this time. 














Improved methods for handling returnable deposit bottles 
in food stores are thoroughly described in this 45-page 
booklet made available by the Owens-Illinois Glass Co. 
Retail food stores are offered copies through their local 
bottlers. 
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25 Case Capacity 
Counter Space — 14 Ft. 
Weight — 650 Lbs. (Approx.) 
Total Length — 8 Ft. 


Canned Drink Market Of 13 Billion 
A Year Predicted 


A potential market of around 13 billion cans a 
year was predicted by William C. Stolk, president 
of the American Can Company. 

Mr. Stolk based this prediction on the anticipated 
growth of the infant canned carbonated beverage 
industry, which bids fair to cut into bottled soft 
drink volume. 

The figure is equal to current annual can beer 
volume, which is the rule of thumb Mr. Stolk used 
to gauge the canned soft drink potential. 












aw... It's that easy. 


ing special events market. 











$49 5.00 


Send your order today 


LET US HANDLE 


rour GASE... 





. Yes, you have a strong 
case when they're made by 
OSKALOOSA! ... 
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PHILADELPHIA 
NOVEMBER 15-18 


























us regarding your 
CG8@ ... 


806 S. MARKET STREET 














We can make prompt deliveries to you in time 
for your peak-season needs . 


ending Trailer 


Load up, hitch to your car and you are in business 


This low cost rugged Timpco unit was designed 


to bring more profits by reaching the ever grow- 


Complete 


(Including Fed. Tax) 


F.O.B. Columbus, Ohio 


Timmons Metal Products Co. 
845 Harrisburg Pike 
Columbus 16, Ohio 





Here's the BIG 
DIFFERENCE! 


Our "sides-tied" 
beverage cases 
give longer-last- 
ing performance 
because of this 
unique construc- 
tion feature... 


. . Write or ‘phone 
size and 


style beverage 










OSKALOOSA MFG. CO. 


OSKALOOSA. 
ORchard 2-2756 


IOWA 
























For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


Mundet Crowne 


COMPLETE CROWN 





* 


A 
339-4! Elizabeth Street, N.E. 


*BOSTO 


N 
57 Regent St. (No. Cambridge 40) 


CHICAGO 
35 E. Wacker Drive 


CINCINNATI 2 
a 427 West 4th Street 





MUNDET DISTRICT OFFICES 


DALLAS 1 KANSAS CITY 7, MO. 
601 Second Avenue 1428 St. Lovis Avenue 
DETROIT 21 *LOS ANGELES (Maywood) 


14401 Prairie Street 


*HOUSTON 11 
6601 Supply Row 


6116 Walker Avenue 


“MILWAUKEE 9 
4834 N. 35th Street 


JACKSONVILLE 6, FLA. *“NEW ORLEANS 16 
800 E. Bay St. 315-325 N. Front Street 


*CROWNS CARRIED IN STOCK 





SERVICE 








PHILADELPHIA 39 
856 N. 48th Street 


ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 


440 Brannan Street 
*in Canada: 


Mundet Cork & Insulation Lid. 


35 Booth Avenue, Toronto 











| Schneider's Grand Prize Beverages 
Boasts New Styled Package 
A new and attractive bottle package has recently 
| been introduced by the George Schneider & Co., 
| Brooklyn, N. Y., bottlers of Grand Prize beverages. 
The new bottle resembles a bottle of champagne 
and was particularly styled for beauty, utility and 
easy identification. All the neck labels are the same 





Distinctive two color label effects have been achieved 
in the new bottle package created for the George Schnei- 
der line of Grand Prize beverages. Labels by Meier 
Bachman, Allentown, Pa., and foil by Reynolds Metal. 





colors except for flavor identifications which are in 
multiple color and printed quite large for easy 
identification for convenience cf both the dealer and 
consumer. The body labels are so designed that the 
top ¥3 are all uniform with the 24 changing in color 
with the various flavors. This provides package 
family uniformity with easy identification. The dec- 
orative foil around the neck of the bottle has been 
placed below the neck to eliminate pieces of foil fall- 
ing into the drink. 


Publicity for Soft Drinks 

During the week before the Fourth of July holi- 
day, some 200 women editors of food pages of daily 
newspapers were reminded that soft drinks are a 
part of the home and picnic refreshment picture. 

The reminder came in threes. 

First, each.food editor received a gift from the 
American Bottlers of Carbonated Beverages 
a magnetic bottle opener of unusual design, one 
which any woman would he proud to own. 

Next, an illustrated news release suggested an 
appealing way to serve soft drinks. 

Last but not least, 200 A.B.C.B. members in cities 
from Coast to Coast agreed to contact the food 
editors, by phone or in person. The purpose of the 
call was to ask the editor to indicate when and 
where she would like to receive a case of soft drinks, 
with the compliments of the member bottler partici- 


pating in this nation wide .4.B.C.B. project. 
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The Bottle Fights Back 


a 

7 HE success of the retail merchant depends, to 
a large extent, upon his his ability to attract cus- 
tomers and bring them into his store. For it’s not 
the feet that pass by that build profits — it’s the 
feet that come in the store’. 

M. J. Nicklawske, vice president of the St. Paul 
Seven-Up Bottling Co., St. Paul, Minn., speaking 
before the Minnesota Bottlers’ Association, pre- 
fixed this statement with this explanation: “We, as 
beverage people, are not in the container business. 
Our job is production and the sale of our beverages 
and, of course, we will package and sell them in the 
containers in greatest demand by the consumers. 
But in this day of so much talk about non-return- 
able containers, whether they be thro-aways or cans, 
many of us are prone to overlook some of the tre- 
mendous success of the returnable bottle’. 

Highlighting the subject of “Bringing the Con- 
sumer Back to Buy.” Mr. Nicklawske explained that 
retailers of all types use sales promotion of various 
kinds to attract customers and bring them in to 
buy. The grocer, according to Mr. Nicklawske, is no 
exception and has come to recognize that the return- 
able glass bottle is an excellent traffic builder. 

Consumer studies, said Mr. Nicklawske, have 
shown that in 85.6% of the cases where consumers 
returned bottles, they purchased either more of the 
same item, or other merchandise or both. 

In summarizing the problem of evaluating bottle 
returns, Mr. Nicklawske indicated the following im- 
portant points: 

1. Customers iike the carton with seven out of 
ten women buying soft drinks in the six bottle 
carton. 

The grocery store is the main outlet with four- 
fifths of the housewives buying soft drinks 


bo 


from the grocery store. 

Soft drink customers are regular customers. 

4. Returnable beverage bottles bring customers 
back with 92% of soft drink customers bring- 


Ww 


ing the empty bottles back to the same store 
from which they purchased the beverage. 
Three out of four customers make additional 


or 


purchases when they return bottles. 
6. Returnable bottles increase sales and are there- 
fore an asset to the retailer and grocery. 


Mr. Nicklawske concluded by emphasizing that 
bottlers may well include in their sales thinking 
these points: (1) Returnable bottles do not entail 
costly retailer handling and sorting if properly 
done; (2) Returnable bottles can be and are an asset 
by influencing customers to return to the store 
where soft drink supplies are not only replenished 
but substantial additional sales of related items and 
other merchandise are made thus off-setting incon- 


venience and expense as bottle handling entails. 
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This 
MAN 


wants to 
work 


for YOU 





NV 










Here’s a topnotch bottle washing specialist 
you can hire free! He knows how to remove 
scale from your equipment and keep it 
scale-free. He knows how to deliver sparkling- 


clean bottles. He knows how to practically 


eliminate rejects and keep your bottle washing 


cost at the lowest possible level. 


Recognize him now? 


Of course! He’s your Diversey D-Man. His job 


is to keep your bottle washing operations at 
peak efficiency. His knowledge and experience 
plus the full facilities of the renowned 


Diversey Research Laboratories are at your 


personal service Why not make sure your bottle 


washing operation is at its very best this 


summer—it won’t cost you a cent to check. 


Mail the coupon today! No obligation, of course! 


THE DIVERSEY CORPORATION 


1820 Roscoe Street, Chicago 13, Illinois 
In Canada: The Diversey Corporation (Canada) Ltd., 
Lakeshore Road, Port Credit, Ontario 


THE DIVERSEY CORPORATION, 1820 Roscoe St., Chicago 13, Illinois 


In Canada: The Diversey Corp. (Canada) Ltd., Lakeshore Road, Port Credit, Ont. 


Please have my D-Man report and check our equipment. 
NAME 
COMPANY NAME ; ee 


ADDRESS iia 


= | hase STATE__ 
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If Cans 
Worry You! 


OLD COLONY Brings You the 


Answer to the Can in the 
No Deposit, No Return Bottle! 








Now, the Orange-CRUSH Company offers you a line of 
high quality flavors under the nationally known 
OLD COLONY trade mark — packaged in the traditional 
flint bottle, 6-bottle carrier and 24-bottle case, 

all non-returnable. 


Can retail for as low as 6/45c with 1624 % dealer profit. 
Up to 28c per case net profit for the Bottler. 


Production on this line can be started virtually over 
night in any standard bottling plant accepted by the 
Orange-C RUSH Company. No changes in equipment are 
necessary. If you are interested, contact immediately 
for further particulars. 


Orange-CRUSH Company ° 318 w. SUPERIOR ST., CHICAGO 10, ILLINOIS 








89-Year Old Plant 
Combines Old And 
New Production Methods 


(Continued from Page 13) 
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THE LABELING OPERATION 


The final operation of placing colorful, new labels on the 
filled bottles is carefully supervised by George Lowney, 
who is on the alert to catch mis-labeled bottles on the 
production line. 














CORRUGATED CARTONS REPLACE WOODEN BOXES 


New style. durable corrugated boxes have virtually re- 
placed the old wooden cases at the plant. Patsy Morano, 
a veteran employee posed for the picture. 
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ALSOP FILTERS 
MIXERS & TANKS 


for controlled syrup 


More and more bottlers testify to the remark- 
able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 
Tanks give them. These cost-minded bottlers 
find that they can maintain better control in 
their syrup room and get greater speed and 
economy in their processing operations. 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you can be sure of posi- 
tive, trouble-free performance. Write for full 
information, recommendations and quota- 
tions. The Alsop Engineering Corp., 907 
Baltic Street, Milldale, Connecticut. 


4, 
ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 


Complete Mixing Tanks 


, We can furnish any of our 
Open and Closed Stainless 
Steel Tanks with permanently 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 
assemblies and other acces- 
sories are available for all 
size tanks from five to three 
hundred gallons capacity. 
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HOW TO DELIVER SOFT DRINKS WITH A GONDOLA 
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The torrential downpour which struck Miami recently 
made the streets look like Venice. These enterprising 
youngsters were quick to take advantage of the situation 
and started hiring out their boat to take people to this 
South Dixie Highway market. They are are shown assist- 
ing the delivery of Pepsi-Cola from the parked truck. 


When Nob’s, Inc., the Tiffin Ohio Frostie Bottler opened 
with the new Frostie non-returnable bottle, one dealer was 
so enthusiastic that he simply couldn't wait for the com- 
pany’s promotional material. As shown, he went right to 
work and hand-lettered his display sign for the store front. 





Our business... 
Busy—Bodies|... 
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Like the DEVERS custom-built body for Get-Up 


Bottling Co. of Dayton, shown above. . . Yes, we special- 


ize in bodies for busy jobs! 


Devers bodies offer these features:— 


* LOW INITIAL COST 
* EASY PALLET LOADING 
* LESS DRIVER FATIGUE 





Manufacturers of 


CUSTOM BUILT BODIES 


Since 1895 





Write for details... 








Meyer Dumore Bottling equipment is shown being trans- 
ferred from a barge destined to Serm Suk Ltd., Pepsi-Cola 
Bottlers of Bangkok, Thailand. This is the second complete 
unit to be installed by the Pepsi-Cola Bottling Co. of 
Thailand and includes a Meyer Dumore bottle cleaner 
and a 60-10 Syn-Cro-Mix Filling unit. 


J. W. DEVERS & SON 


INC. 








BOX O, TROTWOOD, OHIO 


Phone: 7-4101 

















WE INVITE YOU TO 
TRY THIS! 
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Sample people of any age with all sorts 


~ 


_ 
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of “grape” drinks and you'll find that 
most of them prefer GRAPETTE. 


This is a revealing test. We invite you 
to try it on some of your own dealers 


and consumers. 


. Marked preference for the 
GRAPETTE flavor puts you in 
business NOW. You get a lion's 
share of the grape business as 
soon as the drink is in the coolers. 


She Geapelle Company 


Camden, Arkanbsar 


\ 
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Why guess about what drink would give you 
the most volume with the least delay? We'll 
supply GRAPETTE for a taste-test on any 
reasonable cross section of your market. 


Write, wire, or call now. 








> 


/ 
MITATION Grape FLAVO™ 





76 


A GOOD DEED FOR P.ALL. 


Commissioner James B. Nolan, on behalf of the Police 
Athletic League, recently accepted two checks in the 
amount of $250 each from Philip Rubenstein, representing 
Pepsi-Cola Metropolitan Bottling Co. of New York. and 
Reuben Pastor, president of the New York Pepsi-Cola Dis- 
tributing Association. Cooperating with the Police Athletic 
League during the campaign, each Pepsi-Cola distributing 
truck in the area carried a placard to help promote the 
fund raising effort. 

Left to right Jack Levine, board of directors, New York 
Pepsi-Cola Distributing Association; Philip Rubenstein, 
Pepsi-Cola Metropolitan Bottling Company; Joseph Ami- 
sano, Pepsi-Cola Metropolitan Bottling Company, Reuben 
Pastor, president of New York Pepsi-Cola Distributing 
Association; Commissioner James B. Nolan, New York 
Police Department; and Jerry Hourikan, sales manager of 
Pepsi-Cola Metropolitan Bottling Company. 





SMILES OF APPROVAL 





Officials of the National NuGrape Company register smiles 
of approval following an Atlanta sales meeting to discuss 
the company’s 1954 advertising campaign. The new cam- 
paign, one of the largest in the company’s history, was 
launched June 1. Front row, left to right: G. L. Watts, 
Liller, Neal & Battle Agency: T. S. Saunders, LeRoy Butler, 
A. L. Kirkpatrick, W. F. Sloan, Clif Kinnett, R. B. Smith. 
R. L. Peace. Second row, left to righ. T. H. Cornwell, 
Dallas Meyer, W. R. Sullivan, President; E. C. Verner, 
Frank Phillips, Miles Hess. Third row, left to right: C. J. 
Rooks, E. L. Withers, Asst. Sales Mgr.; Ben Lumpkin, R. J. 
Fatherstone, Hamilton Harris, Vice President; E. A. Ran- 
dall, Sales Mgr.; Dan Smith, W. G. Grant, Secretary; 
U. F. Rooks. 
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NEW HYDRAULIC FORKS AVAILABLE FROM 
TOWMOTOR 


Special forks, that adjust hydraulically from side to side, 
are now available from Towmotor Corporation, Cleveland, 
Ohio. Ideal for operations where a Towmotor must be 
used alternately as a clamp truck and a fork truck, these 
new Hydraulically Adjusted Forks also speed handling 
when a great variety of different widths of pallet loads 
must be handled. Easy to install, these forks bolt directly 
onto the support plates of the standard Towmotor clamp 
operating mechanism, permitting quick removal so various 
Towmotor clamps may be used. Complete information 
may be obtained from Towmotor Corp., Cleveland 10, 
Ohio. 





Keystone Lubricant 
Solves Bottling Plant Problems 


When used on bottling plant conveyor chains, Key- 
stone No. 109 Transparent Oil provides an excellent 
resistance to the troublesome effects of the sugary 
sediment that results from bottle breakage, accord- 
ing to an announcement made by the Keystone Lu- 
bricating Co., Philadelphia 32, Penna. The deter- 
gent action of No. 109 oil is claimed to dissolve 
sediment quickly and keep chains in good condition. 


Offer Repair Material for 
Concrete Floors 


Dangerous and unsightly floor conditions in bot- 
tling plants can now be easily corrected with Ston- 
hard Resurfacer Stonpach manufactured by the 
Stonhard Company, Philadelphia 23, Penna. 

Concrete floors that have become rutted and 
ruined by extreme conditions can be completely and 
permanently repaired by using Stonpach, which pro- 
vides a flint-hard patch or complete overlay. Ston- 
ach is claimed to solve the most difficult floor prob- 
lems at low cost. Its smooth, sanitary finish resists 


brines, syrups and excessive water and has found 
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PEPSI-COLA METROP 
of Philadelphia, Pa. OLITAN BOTTLING co. 


Th 4 4 MEYER DUMORE BOTTLING UNITS 














At the Memphis Street and the 
Pepsi-Cola Metropolitan Bottling € 0, y 
saves time and money with 2 COME 
DUMORE Bottling Units in each 











Each unit consisté of a MEYER 
Cleaner—for guaranteed clean bottl 
DUMORE Syn-Cro-Mix filling sy 


FLAVOR BONUS plus dependable filling, 


And—there are over 440 MEYER ee ie 
Cro-Mix Filling Systems operating in Carbonated Bev- 


erage Bottling Plants—88 operating in plants bottling 
Pepsi-Cola. 4 








For full details write for Bulletin SY-126-2. 


"Dumore in 54" 


| y 
56-10 MEYER DUMORE Syn-Cro-Mix Filler at the Pepsi-Cola Bottling 
Co., of Philadelphia, Pa. 



















528-A MEYER DUMORE Bottle Cleaner 
at the Pepsi-Cola Metropolitan Bottling 
Co. of Philadelphia, Poa. 


MEYER DUMORE Automatic Case Un- 
loader at the Pepsi-Cola Metropolitan 
Bottling Co., of Philadelphia, Pa. 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN 
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... Inerease J Times Faster 
Than Rest of Industry! 














Dr Pepper Bottlers 
Enjoy Dr Pepper’s 
Increasing Popularity 


Compare soft drink sales figures 
for the last 5 years...see for yourself 

the skyrocketing sales of Dr. Pepper, 
more than 3 times that of the industry 
average. And Dr. Pepper’s increasing pop- 

ularity among millions of consumers will be 
continued and multiplied by the booming, vig- 

orous advertising and merchandising campaigns 
which are creating new customers daily in every 
Dr. Pepper market. 


Wake Up Your Taste 


Dr Pepper. 
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Dr Peeper Seles Skyrocket 






great favor among food and beverage manufac- 
turers. 

In actual usage, Stonpach is available complete 
in one package and installations can be made with 
regular maintenance men at aiy bottling plant. 

Samples and installation information can be ob- 
tained from the Stonhard Company, 1306 Spring 
Garden Street, Philadelphia 23, Penna. 


Clark Offers Hydratork Drive for 
Light-Capacity Fork Trucks 

Gas-powered Clark Carloader-model fork trucks 
in 3000-5000 pound capacities are now available with 
Hydratork Drive—a transmission which does away 
with the need for a gear shift, high and low gears 
and a clutch and clutch pedal, it was announced by 
Clark Equipment Co., Battle Creek, Michigan, man- 
ufacturers of materials handling equipment. 

The Hydratork Drive, designed, engineered and 
manufactured by Clark’s transmission plant in 
Jackson, Mich. is currently being manufactured in 
a smaller version and is now in production for fac- 
tory installation on the lighter-capacity Carloader 
line of Clark trucks. 


New Tasteless, Odorless 
White Lubricant 


An entirely new technical white odorless, taste- 
less and sterile lubricant with high melting proper- 
ties, has been announced by the McGlaughlin Oil 
Company of Columbus, Ohio. 

Trade named “Petro-Gel,” this clear lubricant is 
made from U.S.P. White Mineral Oil and other 
U.S.P. ingredients, and according to the manufac- 
turer is compounded and packaged under strict 
sanitary standards. Developed by recognized spe- 
cialists, after several years of extensive research 
in cooperation with the dairy, soft drink and brew- 
ery technicians, “Petrol-Gel” will not emulsify with 
water soluble liquids. It has a melting point above 
200 degrees F. and a below zero cold test. 

Sample tubes, price lists and suggested applica- 
tion data may be obtained fram the McGlaughlin 
Oil Co., 3750 East Livingston Ave., Columbus, Ohio. 


Hydraulic Pusher Attachment 
Introduced by Elwell-Parker 


A newly designed hydraulic pusher device for use 
on hydraulically actuated fork trucks has been de- 
veloped by The Elwell-Parker Electric Co., Cleve- 
land 3, Ohio. The attachment prevides a means of 
mechanically pushing a load off a truck’s forks and 
is designed principally for handling loads without 
pallets. The attachment does not reduce the capacity 
of a truck. 

Further information may be obtained from The 
Elwell-Parker Electric Co., 4205 St. Clair Avenue, 
Cleveland 3, Ohio. 
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“This washer has fulfilled our 
te TRIAL G ALLON 7 expectations in every way!” 
th says C. W. BOORMAN 
OF BOTTLING SYRUP Boorman’s Beverages Ltd. 
b- Bottle it;—taste it—test it and you will discover why MarBert a _— 
ig is a great Cola. Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md, TH E LA D E WwW } G WRITE, WIRE 
Offer is good in.U. S$. and Canada only.) Syrup is available for testin OR PHONE 
only sities is regularly i as a iaciake ‘ : BOTTLE WASHER TODAY! 
You Can’t Buy a Better Concentrate Than — . ae ae eee DAD'S 
" ; d modern washer write to ROOT BEER CO. 
A qj 4 € RT OLA A. ARCHIE LADEWIG CO. 2000 H. Talman Ave. 
Cc. W. BOORMAN »° Waukesha, Wisconsin, U.S.A. Chicago 16, Ii. 
a 
4 Prize Winner at Armstrong Cork New, Lightweight Magnesium physical and chemical properties of stainless steels 
a After 52 years of service in the Machine Shop Newest addition to the lightweight line of mag- and other alloys, and corrosion and temperature 
of Armstrong Cork Company’s Millville, New Jersey nesium hand trucks manufactured by Maglie, Inc., charts. i : 
d Glass Plant, many persons would be content to “rest Pinconning, Mich. is this recently- announced Model Well illustrated, the booklet contains a wealth 
i a thie Meesele™ Biat-on minchintes Chuiese Mobi. No. 12-H-802. According to the company, it is rated of pertinent, factual information and may be ob- 
i By suggesting and designing a new stacking device, to handle loads of up to 450 pounds safely and tained by writing " the company for erred new 
2 he not only has won $2,000 for himself, but has easily, yet weighs only 16 pounds when equipped beckiet “Trentwond Sina Sie rene? 
r helped tremendously in removing one of the bottle- with rubber-tired magnesium wheels; 20 pounds 
necks to high speed production of one-way bottles. when equipped with standard semi-pneumatic tires. 
Fabricated completely of magnesium, the 12-H- 
802 is mechanically assembled from standard Mag- 
liner component parts, with no welding whatever 
employed. In service, any part can be easily re- 
. placed from standard factory stocks, thereby elimi- 
nating maintenance expense, and greatly extending 
il the useful service life of the truck. 
ys Stainless Steel Tubing Booklet Available 
: Users of stainless steel and high-alloy tubing will 
r find much of interest in the informative booklet 
7 recently issued by the Trent Tube Company, East 
h Troy, Wisconsin. 
’ Technical information on pressure, sanitary, me- AT THE GCMI MEETING .... 
h ; ay chanical, heat-resistant, ornamental and other E. J. Costa, vice president of the Crown Cork & Seal Co.. 
Clarence Howell, of the Millville, N. J. plant of the Arm- forms of stainless and high-alloy welder tubing is Mrs. Costa, and &. L. Warren, Se. Aaimean of he pours 
e strong Cork Company (second from right) is shown re- : of the Brockway Glass Co., Inc., (left to right) at the re 
ceiving a record-breaking $2,000 suggestion check from available in the new booklet. In addition there are cent annual meeting of the Glass Container Manufac- 
Roy Horning, assistant general manager of the Glass and . “s oe ‘ turers Institute, Inc., at the Greenbrier Hotel, White Sul- 
- Closure Division. Looking on are Bert Whilden, at left, engineering data on joining methods, welding tech- phur Springs, West Virginia. Approximately 250 members 
i plant production superintendent, and Bill Pedrick, at right, niques, bending and installation hints. Also in- and their wives attended the three-day session which was 


How to Reduce Foaming |i 


Most foaming is caused by temperature differences be- 
tween carbonated water and syrup in the filler. The best 
solution to this problem is the Mojonnier Syrup Cooler, 
which cools syrup down close to water temperatures. 





Millville plant manager. 
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cluded are complete tables of bursting pressures, 








one of the most successful in Institute history. 





Anchorglass 
BEVERAGE BOTTLES 


All Standard Styles 




















f 
Mojonnier Junior Syrup Cooler Peete y > 
, in Crystal, Amber 
y The Mojonnier Junior Syrup Cooler is rated at 16 and and Green 
48 gals. per hour; Senior models rated at 115 and 265 =_ 
“ gals. per hour. Meet all requirements of the industry. Build your future with the KIST FRANCHISE [vite APPLIED COLOR LABELS void 








Fit in any type plant. Write for descriptive literature to: 





for details write 


CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 


MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, Ill. 
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NEW TERRITORIAL 
MANAGER FOR 
ORANGE-CRUSH 





NAMES » « » IN THE NEWS | 


New Appointments at Mission 
Dry Corporation 


W. D. Aitken, president of Mission Dry Corpora- 
tion, has announced the recent election of H. A. 
McCauley to the position of vice president and 
treasurer. 

At the same time, Mr. Aitken announced that 
S. C. Kerrick, chief clerk, would move up to become 
secretary and office manager. During his 18 years at 
Mission, Mr. Kerrick has worked his way up 
through all divisions of the accounting department. 


National Sales _Manager, 
John White, has announced 
the recent appointment of 
Truman B. Magill as 
Orange-Crush _ territorial 
manager to cover South 
Carolina and the southern 
portion of North Carolina. 





C. DUDLEY ARMSTRONG 
DIES 


C. Dudley Armstrong, a 
Director and former vice 
president and secretary of 
the Armstrong Cork Com- 
pany, died at the age of 
65. Mr. Armstrong was the 
grandson of Thomas Mor- 
ton Armstrong, the founder 
and first president of the 
Armstrong Cork Co. and 
son of Charles Dickey Arm- 
strong, who succeeded his 
father as president of the 
company from 1908 to 1929. 
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S. C. KERRICK 


H. A. McCAULEY 





~/v BENERAGE CASE TRUCK 


WITH 10°' RUBBER TIRES 


ECONOMICAL 


Perfect Galance 


Light Weight 7 
Durable 


Check these features and 
you will see why M/W 
Case Trucks have been 
accepted as the stand- 
ard for the bottling in- 
dustry. 

Priced from 


$17-95 











CURVED CROSS 
PIECES 


3 ( ALL JOINTS 
WELDED 














Model 21 


Manufactured by 


ANoellenbrock & Wilke 


WASHINGTON, MO. 
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Sales Booster 


ME 2) yet > 
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If your product goes into 

cans, Vaughan’s No. 1950 combination 

crown cap remover and can tapper is the 
opener for you. In fact, you never miss with 


a Vaughan... the favorite wherever can 





World's Largest Manufacturer of Can and Bottle Openers 
3211-37 CARROLL AVE., CHICAGO 24 
HALF-CENTURY OF QUALITY AND SERVICE 








NEW AD MANAGER FOR 
PEPSI-COLA 


Charles Derrick has been 
appointed advertising man- 
ager of Pepsi-Cola Com- 
pany, according to Richard 
H. Burgess, vice president 
for domestic operations. Mr. 
Derrick has been display 
manager of Pepsi-Cola for 
the past three years. He 
joined the company as 
assistant display manager 
in 1951. 





TRUMAN B. MAGILL 


CHARLES DERRICK 


BROCKWAY GLASS 
ELECTS NEW VP 


The Brockway Glass Co. of 
Brockway, Pa., has an- 
nounced the election of 
R. L. Warren, Jr. to the office 
of vice president. As vice 
president, Mr. Warren will 
be in charge of a new di- 
vision within the company 
organization, consisting of 
the Quality Control, Traf- 
fic, Art and Design, Sched- 
uling and Specifications 
Department. 





C. DUDLEY ARMSTRONG 


R. L. WARREN 





ORANGE... THE 3rd BIGGEST SELLER 





. stamped with 
your product name 


FOR CANNED 
BEVERAGES 





TO COMPLETE HIS LINE, THE 
BOTTLER NEEDS AN 
ORANGE FRANCHISE ! ! 


HE NEEDS A SUN SPOT FRANCHISE, because SUN 
SPOT’S unequalled quality and deliciousness 
quickly captures, holds and builds the major part 


and bottle openers are used. of the orange market for the bottler. With SUN 


SPOT’S superlative quality backed by its power‘ul 
and proven promotional program he can qui-kly 





become the dominant orange botler in his area. 









CO. 






Send for samples 
and write for reasons WHY'!—to: 


SUN SPOT COMPANY OF AMERICA 


1500 RIDGELY ST. . BALTIMORE 30, MD. 
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BLACK CHERRY 


4 oz. real cherry from the berry 


BLACK RASPBERRY 


4 oz. none better anywhere 


PALE DRY 


ginger blended at its best 


SALIENT FLAVORING CORP. 
45 SUFFOLK STREET, NEW YORK 2, N. Y. 
Our 25th Year of Progress 











GREEN RIVER 
is 
ROLLING! 


IT'S A FRANCHISE 
WORTH HAVING. 
LEARN ABOUT IT! 





Write 


GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, ill. 
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New Sales Representative 
Appointed by Orr & Sembower 


Inc., Reading, Pa., has an- 
nounced that J. Frederick Keeler will serve as sales 
representative for the company handling Power- 
master packaged automatic boilers in the home of- 
fice and factory area of Central Pennsylvania. 


Orr & Sembower, 


New Appointments at 
Ideal Dispenser Co. 


The Ideal Dispenser Company, Bloomington, III., 
has made known the promotion and appointment 
of George Steinmetz as representative for Northern 
California. 

Mr. Steinmetz has previously served as the Ideal 











GEORGE STEINMETZ JOHN C. VAN PELT 





un 


Check Squirt Sales 2 
and 


YOU'LL 
SWITCH TO SQUIRT 
T00! 





COPYRIGHT 1963. THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY aeveiy wits, cetttornie 





representative for New Jersey, Delaware, Mary- 
land, District of Columbia, and most recently for 
Virginia and West Virginia. He has been with 
Ideal since 1950 and is thoroughly familiar with 
all phases of vending. Mr. Steinmetz will cover 
all parts of California north of Bakersfield. 

Also announced is the appointment of John C. 
Van Pelt as representative for Virginia and West 
Virginia. 

Mr. Van Pelt has been with the company serving 
both as a field representative and as a member of 
the home office sales staff in Bloomington since 
1950. He has established temporary offices at 49 
View Street, Wheeling, W. Va. 





SCHAEFER BUSH ay 
APPOINTS FACTORY 
REPRESENTATIVE 


Oswald L. Schaefer, pres- 
ident of the Schaefer Bush 
Manufacturing Co., Mil- 
waukee, Wis. has an 
nounced the appointment 
of Robert A. Lapachet as 
their exclusive factory rep- 
resentative in the states of 
California, Oregon, Wash- 
ington, Nevada and Ari- 
zona. Mr. Lapachet will 
make his headquarters at 
1045 Brannan Street, San 
Francisco 3, Calif. 






ROBERT A. LAPACHET 














* popularity 
* promotion 
* profits 


Write or Call for Franchise Information. 








560 OLSON HIGHWAY, MINNEAPOLIS, MINN. 
Thatcher Glass Realigns 
Sales Department Executives 

A realignment of sales department executives has 
been announced by The Thatcher Glass Manufac- 
turing Co., Inc., Elmira, N. Y. 


William R. Rifenburgh, 
Consumer Products sales in Thatcher’s McKee Di- 


formerly manager of 


vision, has been named sales manager of the Gen- 


























WILLIAM R. RIFENBURGH 








eral Line Division. Ralph Denmark will be in charge 
of the Sales Order Service for the General Line. 

Paul G. Sailer, formerly in charge of Product and 
Market Development for the McKee Division, will 
assume the additional responsibility for Consumer 
Product Sales. 








PLANTS: LONG ISLAND CITY — 
WEST COAST: 


RIALTO BLDG., SAN FRANCISCO, CALIF. 








LOUISVILLE, KY. 
H. R. LAIST COMPANY 


MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 


D. D. WILLIAMSON & CO., Inc. 


5-3¥ FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N_ Y 
1901 PAYNE STREET, LOUISVILLE, KY 
















dependable CARAMEL coloring 


py SETHNES 


"a little goes a long way” 


PRODUCTS 
COMPANY 


Your customers, through experience, have learned that they can depend upon you 
for product excellence. We are proud of the fact that Sethness, too, has earned a 
reputation for unsurpassed quality and dependability. Our pledge to you is to 
continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Coloring that has made the name, Sethness, mean uniform, dependable Caramel. 


Setting the Standard 
Since 18 re | O 


Sethness PRODUCTS COMPANY 


1300 W. Division Street, Chicago 22, Ill. 
41-15 29th Street, Long Island City 1, N.Y. 








Plant Manager and Assistant 
Designated by Permutit 

The Permutit Company, New York, with a newly 
completed 83,000 square feet factory on the out- 
skirts of Lancaster, Pa., has announced the appoint- 
ments of H. Harrahill as plant manager, and F. K. 
Richardi as assistant plant manager of the Lancas- 
ter division. 


Hoffman Beverage Co, Appoints New 
Advertising Manager 

The appointment of Walter Hartig as advertising 
manager of the Hoffman Beverage Company was 
announced by W. O, Dilligham, executive vice presi- 
dent. Mr. Hartig was previously display advertising 
manager. Nathan N. Perlstein continues as director 
of advertising, with headquarters in Chicago. 


Appoints New Plant Manager 

Ball Brothers Company has announced the ap- 
pointment of Harold L. Maranda, formerly of the 
Owens-Illinois Glass Co., as plant manager for their 
glass container manufacturing in Muncie, Indiana. 

Mr. Maranda will be responsible for the direction 
and coordination of all production activities at the 
Muncie operation, according to an announcement 
by Robert W. Biggs vice president in charge of 
glass manufacturing. The appointment was effective 
immediately. 





Designed for MORE> 
EFFICIENT OPERATION! 


7 Stainless steel storage ~™ 
and mixing tanks 

@ Syrup filters 

@ Water polishers 

@ Filter paper warre pon 

@ Filter cloth ware; pails, measures, LITERATURE 

@ Gravity wheel etc ! 

@ Tubing literature prem: 

@ Fillers able we in 


FILPACO INDUSTRIES 
THE FILTER PAPER COMPANY 


2414 S. MICHIGAN AVE. CHICAGO 16, ILL. U.S.A. 


@ Pumps 
®@ Sanitary fittings 


@ Stainless steel small- 


conveyors 


@ Portable agitators 





SIG JOHNSON FORMS 
NEW CENTRAL SUPPLY 
COMPANY 


Sigfrid W. Johnson has 
formed the Central Sup- 
ply Co., Milwaukee, Wis., 
and will specialize in 
the distribution of a gen- 
eral line of glass bottles 
and gummed tape for 
the Wagner Taping Ma- 
chine. In addition, ar- 
rangements have been 
concluded to handle a 
leading line of folding 
boxes, bottle carriers and 
corrugated cartons for 
specified accounts. 


GAGER J. VAUGHAN 


DR. SWETT’S ROOT BEER CO. ( 


1015 So. Washington St. 


SIGFRID W. JOHNSON 


ATLANTA PAPER ADDS 
SALESMAN 


Atlanta Paper Company, 
Bottle Master Div., has an- 
nounced the appointment 
of Gager James Vaughan 
as Bottle Master Salesman 
for the Chicago office. Mr. 
Vaughan, a native of Chi- 
cago, comes to Atlante 
Paper Company after ser- 
vice with the Chicago 
Coca-Cola Bottling Co. 


PEORIA, ILL. 


Get in the Spirit! 


BOTTLE "76" — AMERICA’S QUALITY 
LEMON-LIME FAVORITE. WRITE 
FOR COMPLETE DETAILS 





New Appointments by 
Robert Gair Company 

William T. May, Jr., vice president in charge of 
container operations at Robert Gair Company, Inc., 
New York, manufacturers of corrugated containers, 
paperboard and folding cartons, has announced that 
Henry J. Howlett has joined that company as a 
special representative for the container division. 

Mr. Howlett was president of Container Labora- 
tories, New York, for five years and also served as 
secretary of American Management Association 
and as vice president of the Piggly Wiggly Corp., 
the forerunner of today’s self-service supermarkets. 

It has also been announced that Arthur J. Brew- 
ster has been named manager of the Angelus Cor- 
rugated Box Division at Los Angeles, Calif. 

Mr. Brewster has recently been division manager 
at Gair’s Teterboro (N. J.) container division. He 
started at the New York office in 1922, has also 
worked at the Thames River (Conn.) and Fort 
Niagara (N. Y.) divisions. 


Chaplin Promoted 


The appointment of Herbert H. Chaplin as major 
hotel accounts manager for Canada Dry’s Metropoli- 
tan New York division was announced by L. S. Say- 
lor, division manager. 


iV help you with — 
| your Bottle Washing 
Problems 


It can pay you to call in the DIAMOND 
Technical Serviceman. Often he can 
recommend more economical methcds, 
newer cleaners that can scve you 
‘ — . money. This service is free. Call your 
DIAMOND nearby DIAMOND sales office. 


TECHNICAL 


Mm 
SERVICE DIAMOND 


él DIAMOND CLEANERS i 
<> 


Me OH DIAMOND ALKALI CO. arenes 


Cleveland 14, Ohio fs 
R 
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EXTRACTS 


ya 7 I LAACL 
Assure Profitable 
Hot Weather Sales 


with the Complete TRUE FRUIT Line: 


Black Cherry * Black Raspberry 
Grape * Strawberry—all W.O.N.F. 
in the popular 4 oz. size 


We also feature the éomplete Conron fine. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


ne te CXLLG CL CO. dit 
i241 W.20f7 St.. New York LI 2 oC 


THE GINGER HOUSE” 
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Mr. Chaplin jointed Canada Dry in 1933, and for 


many years has served as hotel representative in 
New York City. In his new post he will be in 
charge of a wider area of activity embracing pub- 
lic relations, sales promotion and goodwill services 
in behalf of hotels, fraternities and clubs in the 
entire metropolitan area. 


Hyster Names Three to Sales Position 


Appointment of three men to fill sales positions 
United States has 
nounced by Robert F. Moody, eastern division sales 


throughout eastern been an- 
manager of Hyster Company. Jack Wright takes 
over as district manager in the northwestern dis- 
trict, James N. Rector moves to Atlanta as district 
manager of the southeast territory and Robert Hile 
becomes general manager of the Hyster retail store 
in Chicago. 





JACK WRIGHT JAMES N. RECTOR 


ROBERT HILE 





So ee 


“CHOK -A- FIZZ” 
CHOCOLATE SODA IN BOTTLES 


Oo The Only Real Chocolate Carbonated Drink . O 
@ Finest Quality @© Good Profit Maker @ a Oe 
No Special Bottling Equipment Needed @ 06 
Public Accepted @ Franchises Available. @) 


for complete information write direct to: 
CHOK-A-FIZZ 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 
CHICAGO 9, ILLINOIS 


~~ 


i 


flock embossed 


‘T-SHIRTS 


CHANGE APRONS 


«sweat shirts - jackets 


TO ADVERTISE 
AND PROMOTE 
YOUR BEVERAGE 


catalog to 
i , 


| +. — ————— 


Fy 


| STYLECRAFT MANUFACTURING CO. 


1 Sy« St C cinnat 2, Ohio® 





Tyriver Resigns From Cantrell 
& Cochrane 

Cantrell & Cochrane Corp., New York, has an- 
nounced the resignation of R. E. Tyriver as gen- 
eral sales manager of the company. 


Personnel Changes at International 
Harvester Co. 

R. M. Buzard, manager of sales of the Motor 
Truck Division, International Harvester Company, 
of Russell C. 
Burns as supervisor of the company’s motor truck 


has made known the appointment 


fleet sales. 

Mr. Burns, a twenty-year Harvester sales veteran, 
has served as general supervisor of used truck mer- 
chandising since May 1952. Prior to the latter ap- 
pointment, he served in various managerial capaci- 
ties at the company’s Buffalo, Albyan, New York 
City, Philadelphia and district 

Mr. Buzard also announced the appointment of 
R. 
Lubbock, Texas, motor truck district. 


Baltimore sales 


White as manager of the company’s new 


Other sales personnel changes announced by the 
Harvester executive include transfer of M.S. How- 


ard, formerly assistant manager at Sweetwater, 


Texas, to Lubbock, in the same capacity. R. L. Tracy, 
branch manager, Los Angeles district, has been 
»romoted to assistant manager at the Oakland dis- 


trict. 





P & R Bottling Equipment 


Rugged . .. Economical . . . Reasonably Priced 


Water Cooling Unit 
Unscrambling [able 

Carton Packing Machines 
High Speed Beverage Mixer 
Standard Beverage Mixer 
Water Conditioning Unit 
Stainless Steel Tanks 


Soaker Loader 

Conveyor Inspection Light 
Manual Inspection Light 

Activated Carbon Purifier 
Sand Filter 

Syrup Cooler 

Salvage Pump 


EACH PRODUCT IS BACKED BY 27 YEARS' 
EXPERIENCE IN SERVING BOTTLERS 








POTTER & RAYFIELD, Inc. 


P.O. BOX 1042, ATLANTA I, GA. 


WRITE NOW 
FOR DETAILS 

















Siylecraft 













‘For over 30 years... FAMOUS FOR 
| 


GINGER ALE 


MONTE CRISTO - -- - THESCO 


|  —two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flevors 


297 Pearl Street. 
New York City 38,N.Y. 









| 


THEALL & PILE, INC. 


New Appointments by 
Champion Vender Co. 

Eugene H. White, president of the Champion 
Vender Co., Hopkins, Minn., has announced the 
appointment of two territory managers. 

Warner Palm will headquarter and 
Phoenix, Arizona. His territory will include Ari- 
Nevada, Utah, New 
and some areas in Texas, Idaho and Wyoming. He 







































reside in 


zona, Colorado and Mexico, 
has been active in the beverage vender sales field in 
his present territory since 1948. 

a: Be 


Fresno, 


Callahan will headquarter and reside in 
California. His territory will 
state of California and a part of Oregon. Since 


vover the 


1952 he has been actively engaged as a manufac- 
turer’s representative selling coin venders to the 
bottling industry. 





J. S. CALLAHAN 


WARNER PALM 







Deck or 





See 


builds better 
beverage 


bodies 


pallet types. 









Free estimates: 


BA 4212 































CARRIAGE COMPANY 
1720 Cherry St., Kansas City, Mo 









= SAVE 50) 
Kean 


on your equipment purchases 


itAr 


Late model fully reconditioned 


ee ee: eo we a LLESTivswce | USED EQUIPMENT 
OF EXPERIENCE & CONTINUING SERVICE [iene "|. that's as good as new! 


” 


ee ; 
v4 ig : 
. 


YEARS 


& 


WRITE, WIRE OR PHONE TODAY 


fr™ 
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J } | \ ] I } f ( Tt) ng: . Liquid Handling Materials and Equipment a 
© ye A ) 4 : 4 oe ene 3024 South Wabash Ave. - Chicago 16, Ill. MK 
; Phone nube 34¢ 
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SPECIAL CLASSIFIED CLASSIFIED SPECIAL 
ANNOUNCEMENTS ADVERTISING ADVERTISING ANNOUNCEMENTS 
‘ i 
L 
| RATES AND GENERAL FOR SALE FOR SALE 
INFORMATION Business Opportunities, Bottling Establishments CEMCO 50 Spout Beer Filler 
—" (W e For sale, Exchange and Wanted] | ~— ie bs hasten shes Mt ie ae oe 
/ AGvertiooments = available at the tay Beng «8 ee al nage Bee ergy Egy Mn » wees kaheoter 
Will LELL YOUR BEVERAGES! following rates: 25 words, $1.50 each | plete line of famous beverages, up to. date, 130 OSLUND automatic Duplex Rotary La- 
insertion; 6c for each additional word. | | ¢:?-P.: aatmatic Monal BOX rocks OS) oni beler, unused since it was rebuilt in 
SHARP & co. Inc., 3201 OAK GROVE -—DALLAS 4, TEXAS Address of box number is not included | 7.2 , : | 1948. Feeds right feo lett. Now set up 
in word count. A number, or group of | | comenesye eR: for body label on 12 oz. bottles 
i i F LE.—Or lease; 250,000 case bottling ° 7 
| | numbers is considered as one word. | asaat tan” eaaehnen ‘GRAPETTE DISTRIBU: LIQUID Quart Washer, 16-Wide, double 
6 és @ Orders for classified advertising |} TORS, 454 M & M Building, Houston, Texas.— end. 
First in cE LAVO R i | | must be accompanied by payment. ine ; 
COLA BASE CONCENTRATE | @ Those advertisements which do not | FOR SALE.—Prosperous bottling plant; cen PERRY EQUIPMENT CORP. 
A-1 : ° . | tral Texas; automatic. equipment; leading cola 1419 N. 6th Street Philadelphia Bae Pa. 
a ie comply with the established headings, | franchise: increased price territory; good equip 
The Cola of Superior Flavor or which advertise new products or | ment and building; must sell account death in . WI 
write for free samples to services are not acceptable. The Edi- | family. BOX No. W. M. 923.—7.-1. — ; 
CLOISTER LABORATORIES, INC. tors reserve the right to change or : ne Bi tel ia ia a, | il 
612 No. Orleans Street Chicago 10, Il. | JT reject any advertisement submitted Pe icy iyo ime ote at FOR SALE!!! pe 
; rucks, complete lant equi ent, netting $12,- | 
sap tayo <A shen 000.00 per sat for sale ‘due to other interests ; | 5000 gr. 8-oz. emerald green bottles, select exch 
n answerl 5 Ss, price $55,000.00. » No. . J. 920.—7.-3. 
take notice that letters must be sent we —_—— —_————— we 7 style, packed 3 dozen to carton. 
FOR SALE to the box number, initials, name or | | | 50,000 12-oz. export partitions. 
. ‘ - . : : 2722 
Accumulating tables with 36 stainless steel address, given by advertisers. | FOR SALE | 4000 cases 12-0z. ACL flint sodas, 2 dozen to 
disc and variable speed drive (new). Rebuilt 1 \_The N.B.G ee seated 
equipment: labelers, fillers, mixers, water e Please Seas son toy i ae | Machinery, Apparatus, Materials, Bottles, Boxes | ooden case. — 
and syrup filters, carbonators, washers. no responsibility tor condition or de- digi ing Sate 
ipti i i i i i -§ ross used pla 7 oz. Ca- —- 
We rebuild Bottling Equipment. as tate of "soa My keine: geen Fs ge get Pages Feo green soda watee | PENN BOTTLE & SUPPLY CO. 
' | intormation 15S | ottles, 7-Up style; excell condition, like new; i 
MICELI EQUIPMENT CORP. .dvertisers. je enter Chestnut 1 9430. “ROBERT BASKOMITZ, | 5619 Cherry Street Phila. 39, Pa. 
2038 Bergen St. Brooklyn 33, N.Y. | | INC., 716 S, 21st St., St. Louis 3, Missouri.—6.2. | Sede 
cet IS i ee SEAL LEE LES LM Mh ———— Syph 
| The World’s RELI 
.... PARTITIONS ST - 


TRADE MARK REG. 

STATIONARY 

BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 


THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 




















PARTIAL LIST OF DISTRIBUTORS: Write today for complete information. Piicent deneee te We « 
Rochester, N. Y. Cramer-Force Company . one 
“ ‘ the public. 
Pittsburgh, Pa. Standard Box Company 
Sete . Gane Seoer b tote Co. PAPERBOARD PRODUCTS, Inc. | ! Have long life. ver 
oe oe PORTLAND 2, MAINE | Brown Manufacturing Co., Inc. 
MOW IT WORKS NEWPORT NEWS, VA. 1300 
84 National Bottlers’ Gazette re 














Chas s JACOBOWITZ Corp. 


AMHER 


SAVE LABOR COSTS 
use AUTOMATIC 
CASE PACKERS 


One way of cutting labor is to use an auto- 
matic case packer such as the following which 
we have in our stock for immediate delivery. 
More and more progressive bottlers are loo 
ing to us for labor saving equipment—all late- 
model—all available poe = delivery ot 
prices of approximately 50% of new. 


BROOKLYN— in our export warehouse, we 
have a Standard-Knapp Model 
830 packer, immediate deliv- 
ery. 

In our factory, we have a 

Standard-Knapp Model 830 

packer, price 50% of new. 

In our warehouse, we have a 

Standard-Knapp Model 830 

packer, with attachments for 

12-0z. and 32-oz. exports, just 
replaced with a larger ma- 
chine, completely rebuilt. 

LOS ANGELES—in our warehouse, we have a 
Standard-Knapp Model 830 
packer, with attachments for 
7 oz. bottles, awtomatic carton 
feed, price less than half of 
new. 


All of these machines available immediate de- 
livery, complete details upon request, subject 
to prior sale. 


We are headquarters for case packers, as well 
as bottle washers, fillers, saturators, crowners, 
labelers, syrup room equipment, conveyors, etc. 
What do you have for sale? 





BUFFALO— 


CHICAGO— 





Serving American Industry far over GO Years 














WE BUY—SELL & EXCHANGE 


BOTTLES ... CASES 


Any type... . large & small Quantities. "An 


exchange can be arranged"—contact 
S$. M. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


2722 E. 51st St. 
HEnderson 1-7177 


Cleveland 4, Ohio 








ALWAYS BUYING 


Seda Water 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


Buffalo 4, N. Y. 


399 Genesee St. 


Tanks — Block Tin Tubing — 








FILTER PAPER ... FOR 


WATER, SYRUP AND 
CITRIC ACID 


We can match any size—any kind—just send 


one along as a sample. 


We carry a large stock of the quality you 
need. Immediate Shipment. 


S. ERVIN DIEHL, JR. 


1300 No. Front St. Philadelphia 22, Pa. 


CLASSIFIED 


ADVERTISING 





FOR SALE.—5 model A and 3 model B Ven- 
dorlator vending machines; good condition; 
$125.00 each if all are purchased as one lot, f.o.b. 
Flint, Michigan—CANADA DRY BOTTLING 
CO., 2307 S. Saginaw, Flint, Michigan.—6.-1., 





gallon steel tank for 
$300.00; 1 Burns 


FOR SALE.—1, 4,200 


sugar storage, good condition, 


filer; 1 45 e.p.h. Hydro; 1 automatic Shields 
filler; 1 Liquid carbonator; all for $750.00. 
FREEMAN’S BEVERAGES, INC., 610-620 Oris- 


W., Utica, N. Y.- 


kany St. 7.-1. 


FOR SALE.—Dixie model C fully automatic, 
excellent condition $500.00 f.o.b. Linden, also 
World labeling machine; phone Linden 3-3493. 

Box 43, Lin- 


LINDEN BOTTLING CO., P. O. 
den, N. J.—7.-1. 


FOR SALE.—1 Meyer Dumore 12 wide 4 com- 
partment bottle washer for pint bottles; 1 Meyer 
Dumore 12 wide 5 compartment bottle washer for 
pint bottles; 1 Meyer Dumore 12 wide 4 compart- 
ment bottle washer up to quart bottles; 1 Meyer 
Dumore 12 wide 5 compartment bottle washer for 
quarts; 2 Cem 40 fillers and crowners; 2 1,000 
gal. Cem saturators; all machines can be seen in 
operation. MILLER-BECKER CO., 

Ave . Cleveland 4, Ohio.—7.-1. 


6411 Central 

FOR SALE. Used equipment; Ermold straight 
line automatic multiple labeler, model 70, 6 wide 
for body and neck Isbels, in excellent condition; 
Liquid carbonator 200 g.p.h., reconditioned ; Water 
filter quartz and minchar, 800 g.p.h., in excellent 











condition; T.omax syrup maker and filter SR-60, 
reconditioned ; write or call regarding these ex 
ceptional buvs; phone Calumet 5-8900. FILPACO 
TNDUSTRIES, INC., 2420 So. Michigan Ave., 
Chicago 16, I1l.—7.-1. 

FOR SALE. 
ery of Liquid 
class condition; ¢ 
rinser, elevators. 





Can equinment; immediate deliv- 
Carbonic 50) spout can filler, first 
also have unscrambling table. can 
weigher, dater, packer, and gluer: 


this equipment has recently been checked over and 
in fine operating condition: if desired the com 
nlete unit can be purchased or individual items, 
because snoce is valuable and we would like to 
move it. BOX No. W. N. 924.—7.-1. 

~ FOR SALE. Labelers, Ermold 19 wide auto 
matic lahelers: will handle 12 oz. and quart bottles, 
with body. neck and foil: availahle tremendors 
soerifice. absolutely first class) BOX No. W. O 
925,.—7.-1. 

FOR SALE.—5 comnpartmert. 16 wide Meyer 
Dumore washer recently rehuilt, located Brook 
lyn BOX No Ww P. 926.—7.-1 

FOR SALE. 5.0 wooden cases for @ half 
gallon hottles, 3,000 wooden cases for 12/32 oz. 
teinie bottles for sale; make an offer; write. 
ROX 934.—T.-3 


+ W. Y 





JULY SPECIALS!!! 


8000 ctns. 24/7 oz. new fit., stippled, one-way. 
300 gr. 7-oz. "Zimba Kola", 8" ht. 

20,000 ctns. 24/8 oz. e. g. sodas, 7'/2 ht. 

700 gr. amber 9 oz. itd. "Red Top", 9'/2" ht. 
500 gr. fit. 10 oz. ACL "Richardson" Root Beer. 
250 gr. fit. 10 oz. ACL "Silver Seal". 

35,000 ctns. 24/12 oz. new fit. one-way bottles. 
100 gr. 28 oz. ACL sodas, 11'/2" ht. 


| 5000 full-depth cs. 28 oz. sodas, 1134" ht. 


150 gr. 32 oz. ACL sodas. 
6,000 30-pocket, half-depth shells, reamed, 
like new. 


I. BASKOWITZ BOTTLE CO., INC. 
1301 Grand St. Brooklyn 11, N. Y. 


CLASSIFIED 
ADVERTISING 





Dixie model F 


BOX No, W. Q. 927.—7.- 


FOR SALE.-Two 


fillers, 2 yrs. old. 


about 2 
FOR SALE.— Burns 
Burns model B fillers, 
both. BOX No. W. R. 


FOR SALE. 
labelers, $500.00. 


FOR SALE.—-Two washers, Meyer 
wide, 5 compartment, just inspected by 
engineer. BOX No. W. T. 980.—7.-1 


FOR SALE.—Dixie model F, one man hook up; 
Dostal and Lowey 90 cph soaker; L iquid stainless 
steel 200 gph carbonator; this machinery is seven 
years old and in excellent condition; also have 
Ford 40 case rotary retort in good condition; two 
sets of baskets; all of this equipment is priced to 
sell; make an offer; no reasonable offer refused; 
subject to prior sale; contact J. C. NELSON, Jr., 
Cc artersville, Ga.—7 


FOR SALE. -One Liquid Carbonic 


model G automatic and 


928.—7.-1. 


Two World rotary automatic 
Box No. W. S. 929.—7.-1 


Dumore 20 
factory 


Co. four 








Liquid 
$100 


wide washer in good condition $800.00; one 
Carbonic Co, semi-automatic bottle labeler 
00; one 250 gal. leadlined carbonator $50.00; eight 
10 ft. sections Rapid wheel conveyor including 
conveyor stands; one 1948 Chevrolet rebuilt engine 
with body; one 1949 International 1%4 ton without 
body: if interested. please write to CITY NA 
TIONAL BANK, Duluth, Minnesota.—7.-1 


FOR SALE.—Equipment: 8 wide 
Meyer washer, seriel BC 1975, year 
able immediately; price $1,500.00; located at 
Seven-Up Bottling Company of Youngstown, Ohio. 
Address inquiries to BEVERAGE MANAGE 
MENT, INC., 960 East Fifth Avenue, Columbus 
3, Ohio 7.-1. 

FOR SALE. 
convevor. 15 in, 
No. W. V. 932. 

FOR SALE.- —Liquid four wide washer; Liquid 
twelve snout filler: good condition: price reason 
able.—VIRGINIA ETNA SPRINGS CO., P. O. 
Box 778, Roanoke, V a.— 6. 1. 

FOR “SALE. —One ‘Star ‘Liania DeLuxe 250 
g.n.h. carhbonator almost new.—TACOR ADAMO 
TNC., 81-838 Prospect St., Stapleton, N. ¥.—10..-2. 

FOR SALE. — Complete line of veptienmnent 
parts for Shields filling machines: also rebuilt one 


split poc ket 
1988; avail 


gravity 


used. BOX 


Approximately 1.055 feet 
wide overall, slightly 








and two head hand feed machines and one head 
automatics; M. E. WATKINS, 1210 Proenec t 
St.. Castle Shannon, Pittsburgh 34. Penn.—1.- 


FOR SALE.—1 ry compartment 12 atte Mever 
washer in gond operating condition: 1 40 spout 
Liquid filler: both of these units ran steadily, until 
Decemher 31st at which time they were taken ont 
for a lareer eaninment installation: GOLDEN 
AGE REVERAGE CO. 600 E. Exchange St.. 
Akron. Ohio.—1.-tf. 

FOR SALE.—10.00 cases of Orangette and 
Lemonette @ oz. bottles and shells available to 
gether with 5.000 new Grapette 6 oz. carton shells: 
also 3.000 new private hrand 94 pocket ~ depth 
shells for 7 oz. or 10 9z. hottles availahle for im- 
pe sdiate deliverv. f.o.b. St Louis Mo. G F 

ITTRCH & co. 110 S. Central Ave , St. Louis 
. Mo.—6.-2. 

FOR SALE.—2 Dixie C machines; 1 Liquid 
carhonator: 1 syrup pump 1 water cooler, 2 
Syphon filling machines; all in good order but not 
vorked them for 8 years other goods as been sold: 
make us an offer. BOX No. W. X. 933.—7.-1 


FOR SALE.—Tru-Ade 
bottlers at a reasonable price; also, one U. S. Bot 
tlers machinery Tru-Ade bottling unit, model G 
164 including pasturization unit complete with 
temperature controls: verv good price: write. 
SEVEN-UP BOTTLING CO., 1115 West Gene 
see St., Syracuse, N. Y 7.-1 


bottles to anthorized 


FOR SALE 1 & wide Meyer 
splits to quarts; 1 24 spout low pressure Liquid 
filler with 8 head Crown Cork crowner: 1 40 hp. 
Cyclotherm hoiler; 1 24 Red Diamond filler: 1 
Magic Life Time carbonator, 500 gallon « pacity : 
1 Magic Life Time carbonator, 250 gallon capac 
ity; 1 48 in. dealkalizer; 2 24 in. filter and car 
bon purifier; 1 15 head Liquid mixer 1 Frigi 
daire water cooler, 500 gallon capacity: both of 
these units have been in operation and are avail 
able immediately. PEPSI-COLA BOTTLING 
CO., 116-118 Water St., Lima, Ohio.—7.-1, 
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Headquarters For 
Bottlers’ Equipment 





16-wide 5 comp. MEYER-DUMORE 
Available for inspection at our N. Y. C. 
warehouse. 


Exceptional Equipment offerings: 
@ 8 & 12 wide Quart Heil Washers, 1947 
© 6 wide D & L 1947 

@ 12 spout Red Diamond, 1948 

© 24 spout Liquid, 1947 

® 20 & 40 Spout Cem fillers 

® Dixie Automatic fillers, Models D & F 
@ 250 & 500 gph Cem Saturators 

@ 12 head Cem Tumbler 


@ Large stock of stainless steel 
room equipment. 


syrup 





COMPLETE CANNING LINE EQUIPMENT! 


Unscramblers ...Rinsers... 
Fillers... Weighers... 
Packers 











BOTTLE OFFERINGS: 
5 M cases 6 oz. NUTRI COLA 


10 M cases plain 8 oz., flint and emerald 
green 


5,000 gr. 7-oz. AMBER SPLITS 


AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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FOR SALE.—Used equipment; Dixie model C 
automatic fillers, mm excellent condition; World 
semi-automatic labelers, reconditioned; Interna- 
tional and Filpaco disc filter water polishers, re- 
conditioned ; driance duplex crowner, recondi- 
tioned; Lomas No. 5) syrup maker, in good con- 
dition; write or call regarding these unusual 
values; Calumet 5-8900.—FILPACO INDUS- 
TRIES, INC., 2420 So. Michigan Ave., Chicago 
16, 7.-1, 














HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—S. F., BOX 809.—7.-tf. 


HELP WANTED.—Decorating dept. foreman; 
man with full knowledge of silk screening on 
glass; semi-automatic equipment; some mechanical 
ability required; plant in Chicago; room for ad- 
vancement; BOX No. V.T. 904.—4.-4. 


HELP WANTED.—Bottling machine operator 
and syrup man; should know thoroughly syrup 
room operation; have Cem bottler, Liquid mixer, 
World labeler and Sturdy-Bilt bottle washer.— 
BOX X. A. 936.—7.-1. 


HELP WANTED.—Territory salesmen cover- 
ing sections U. S. A. to handle items used by all 
bottlers; desire men already contacting soft drink 
industry; write: UNION —- CO., 45 
North Ave., Garwood, N. J.—7.-1. 


HELP WANTED. -Beverage franchise district 
representative; exceptional opportunity for experi- 
enced man as district representative, with a well 
established parent beverage franchise company, to 
contact bottlers in Illinois, Iowa and Wisconsin ; 
salary, expenses and car allowance; give complete 
outline of past experience, salary required, age 
and personal data; your application will be strictly 
confidential. ‘BOX No. W. L. 922.—7.-1 























WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, — 





POSITION WANTED. —Have 1 unique sales” ex- 
perience to offer to growing franchise company, 
including can and bottle sales, franchising, dis- 


. tribution, promotion ; have owned and operated 


plant of my own, am familiar with bottlers on 
eastern seaboard and with all phases of producing 
and marketing soft drinks; can start immediately 
for reputable firm.—BOX W. G. 917.—6. “tf, 
POSITION WANTED. Young man, unusual 
background with bottling experience desires posi- 
tion and agreement with established national fran 
chise plant to learn business and territory to 
eventually purchase fully or have controlling in- 
terest; prefer east or south but will consider anv 
ager ressive loca’ ation. BOX No. W. K. 921.—7.-3. 








WANTED TO BUY 


Rertline Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—Dad’s Root Beer 7 oz. 
Acl amber bottles with or without cases; quote 
quantity available and price in first lettér—BOX 
# W. Z. 935.—7.-1. 


WANTED TO BUY.—A small but in good con 
dition machinery for syrup and soft beverage fac 
tory: send particulars. AARON KAMERLING, 
1577 Van Horne, Montre: al, Que., Canada.—7.-1. 





BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 


shape bottles. 102 ounce weight and packed 
24 to a paper fibre beerd carton. 


4,000 cases Plain flint 12 ounce cap. export beer 


shape bottles. 12 ounce weigh * pac’ ed 24 to 


@ paper fibre board carton. 


15,060 cases plain amber 7 ounce cap. steinie shape 


bottles. 10 ounce weight packed 24 to a paper 
fibre board carton. 


1,250 gr. 6Y2 ounce emerald green beverage botties 


small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 


Wilstach & Dalton Ave., Cincinnati 14, Ohio 








MEYER DUMORE 
BOTTLE WASHERS 


For Immediate Delivery 


@ 12-wide, 4 comp. double-end. 


New in 1940. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Newburgh, N. Y. until 
January this year. It was well taken care 
of and is in excellent condition. Inspec- 
tion invited. 


®@ 8-wide, 3-comp. double-end. 


New in 1941. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Bristol, Conn. In very 
good condition. Inspection invited. 


@ 4-wide, 2-comp. single-end. 
New in 1939. Will handle splits to quarts. 
This machine was used by the Royal 
Crown Bottling Co. at Trenton, N. J. In 
excellent condition. Inspection invited. 


These units can be inspected at... 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City, N. Y. 
New and Rebuilt Machinery and Equipment 


Equipment: For Sale 


1—165 gallon capacity stainless steel Mixing 
Tank with 110 volt single phase Motor. 

3—100 gallon capacity stainless steel Mixing 
Tanks with 110 volt single phase Motors. 

1—Liquid Carbonic 12 spout Red Diamond 
Filler. Serial #228-4642. Rebuilt in 1953 
and all new valves installed. Will bottle 
up to Quarts. 

1—Liquid Carbonic Universal 5 wide Bottle 
Washer. Serial #405-4628. 

1—Cem Saturator. Type B. Serial #299-25 
with 150 gph Pump, and 220/440 volt 
14, HP Motor. 

1—36” Rotary Accumulating Table with 
Motor and Drive for Conveyor. 

1—Conveyor system, including about 60’ 
Whitney Chain and 1-90° turn. 

1—Cem Bottle Mixer, Serial #A-6-A-1066, 
with stars for 6 oz., 10 oz., and 32 oz. 
bottles. 

1—Waukesha size 10 Sanitary By-pass Pump. 
Serial #24962. 220/440 Volt, 3 Phase, 
60 Cycle Motor. 

1—Ertel Syrup Filter with Pump and Motor. 

1—Terriss Rapid Flow Water Filter. 

4—10’ lengths of Skate Conveyor. 

) 

] 





90° turns for Skate Conveyor. 
34"" Neptune Water Meter with 500 gallon 
dial. Hand, 10 gallons in .10 calibration. 

1—4 cylinder CO2 Gas Manifold with 600 
Watt, 110 Volt Heater. 

1—Cem combination Water and Syrup Cooler 
#150. 

1—25 H.P. Boiler, with stoker and con- 
densate return pump and iank. Operating 
pressure 25 psi. 

1—Elenite Water Sterilizing Unit. 

1—Complete Infileoo JBAS Water Treating 
Unit. Includes Lime Feeder, Neusol Feed- 
er, Chlorine Mixer, Ferrous Sulphate Mix- 
er, Accelator #21-8036, Gould 144 H.P. 
Pump and Motor, 36” diameter Sand Fil- 
ter lithcote lined, and 36 Hydrodarco 
Purifier lithcote lined. Capacity 845 gph. 

1—Durant Bottle Counter. 


Write or Wire. ... 


CLOVERDALE SPRING CO. 


1601 GUILFORD AVE., BALTIMORE 2, MD. 





National Bottlers’ Gazette 
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THE LAST WORD 


RRR RP eRe 
What Next? ... 


If you can judge by the number and variety 
of soft drink detractors, we’re a big and im- 
portant industry. ... First they went to work on 
the sugar content of bottled soft drinks (via the 
food fadists); then came the wild attacks on 
the glass bottle as a beverage container; latest 
approach now is to knock carbonation, these 
delightful little bubbles that other products 
cannot imitate. Current national magazine cam- 
paigns by 1) a soft drink powder manufacturer 
2) the lemon exchange 3) a fruit juice canner 
all make special mention that “its not carbo- 
nated!”. .. . Next thing you know, the bottled 
soft drink industry will be condemned because it 


contains water! 


Make Your Reservations Now! 

Trade developments during the past twelve 
months presage a high interest and probably 
a record attendance at the forthcoming national 
convention in Philadelphia. . . . If you’re plan- 
ning to go, take a tip from us: Get your hotel 
reservations in early, as there are limited ac- 


commodations in the city’s top hostelries. . . 


A New “Plus” For Soft Drinks! 


The “last” last word this month concerns an 
unusual source of support and a novel applica- 
tion for soft drinks. Addressing a convention of 
American College of Chest Physicians in San 
Francisco recently, Dr. Eliot Corday reported 
that soft drinks have become a very useful medi- 
cal tool in helping to produce accurate X-ray pic- 
tures. He explained it in this way: 

“Ginger ale, cola drinks—any carbonated soft 
drink will do. The subject slowly swallows seven 
ounces of it, about one ordinary sized bottle, and 
tries not to belch. 

“The carbon dioxide in the drink dilates the 
stomach like a balloon. The stretching thins the 
heavy stomach walls so that X-rays pass through 
them easily and permit taking a picture of any 


part of the heart that may be lying behind them.” 
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@ The fact that there is no water of crys- 
tallization in Pfizer Citric Acid U.S.P. 
Anhydrous can mean lower citric costs for 
you. Here’s the way it works... 


First ... you drop the freight costs on 814 
lbs. for each 100 lbs. of the hydrous form 
you have been ordering. 

Second... Citric Acid U.S.P. Anhydrous 
costs less on an actual acid basis. You save 
more than 34¢ per lb. by buying it. 






let's talk Citric! 


drop 
water 
from 
your 
Citric 
costs... 
use 


Third...you cut storage and handling 
costs since you'll be handling one drum less 
out of five. 


Fourth...since Citric Acid Anhydrous 
never dries out, nor does it absorb water 
under normal storage conditions, you get 
more uniform composition in your products. 

The next time you order, specify the 


product that helps you cut citric costs— 
Pfizer Citric Acid U.S.P. Anhydrous. 


CHAS. PFIZER & CO., INC. 


630 Flushing Avenue, Brooklyn 6, N. Y. 
Branch Offices: Chicago, Ill; San Francisco, Calif; 


Vernon, Calif; Atlanta, Ga. 


Manufacturing Chemists for Qver 100 Years 
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but don’t overlook Jackson, Michigan 


ORANGE 


Competition compels you to make the best Orange money 
can buy. It’s possible we have the flavor you need. We've 
been keeping up . . . sometimes taking the lead . . . in flavor- 
improvement for 70 years. 


foole «Jenks 


JACKSON, MICHIGAN 











